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OSCAR K. GOODMEYER 


= K. Goodmeyer of Bliff’s Department Store 
has just been named outstanding worrier among 
America’s credit men. Mr. Goodmeyer owes his 
success in the worrying field to worrying about all 
phases of credit. 


Oscar begins to worry the moment a customer 
asks for credit. He worries about each question 
he asks and avoids any she might not want to 
answer. He worries constantly for fear the customer 
may find out Bliff’s checks credit applications 
through the credit bureau. To be safe, he fre- 
quently doesn’t order a report at all. 


If a report shows credit should be refused, Oscar 
worries because another 


@ WITH APOLOGIES TO 
‘MEN OF DISTINCTION 


MEN OF ADVENTURE AND 
ALL GOOD CREDIT MEN 


store might get the 


“Kippot 


NO. 1 IN A SERIES @ 
CHARACTERS IN CREDIT 


account—so—he grants the credit anyway. Then 
he worries about collecting. 


Mr. Goodmeyer achieved the pinnacle; of his 
success last Saturday, when his greatest worry 
became a reality. He was replaced by a new credit 
manager, one who 


Takes a complete credit application: 


Thoroughly explains the firm’s credit policy to 
customers; 


Calls the credit bureau for a Factbilt report on 
each customer and prospect; 


Makes his decisions on the basis of these facts. 


Mr. Goodmeyer is now free to make worrying 
his full-time job. 
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(1) POSTAGRAPH 
operates smoothly. 

(2) Permits prompt and systematic dunning 
in @ fraction of the time ordinarily 
employed. 

(3) Frees valuable clerical time for other 
important work. 

(4) Collects equally as good as ordinary 
methods. 

(5) Reduces material costs. 

(6) Cuts postag P 

POSTAGRAPHS hove proven their valye to 
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and many others. 


What will they do for you # 
for plete informati 


THE POSTAGRAPH COMPANY 


o@ Qe OS a aw oo Baltimore 2, Md. 


letter routi 




















































Write today 































































Customers like Rand M¢Nally Budget 
Coupon Books because of their handiness. 
They make available the most convenient 
credit possible. They’re easy to use, and 
they’re accurate. Credit managers like 
them, too, because Budget Coupon Books 
cut accounting expenses to the bone. And 
besides lowering the effort and cost of 
bookkeeping o Sa ppt . they provide 
a safe, simplified positive control over 
credit risk. 


Write us today for details 
RAND MCNALLY & COMPANY 
Dept. CW-48, 536 S. Clark St., Chicago 5 
111 Eighth Avenue, New York 11 
619 Mission Street, San Francisco 5 


RAND M‘NALLY 
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Rudolph M. Severa 


N A RECENT POLL taken by the National 

Retail Credit Association on the subject “What 
is the most important credit problem for 1948?” 
I offered the opinion that the expense of credit de- 
partment operations would be our number one 
problem this year. I gave this problem priority 
over a number of others which will challenge our 
resourcefulness and ingenuity during the balance 
of 1948, such as the question of voluntary credit 
restraints vs. government controls, the increasing 
difficulty of maintaining a high level of collec- 
tions, and the major problem of attuning our 
credit extension policies to the possibility of a 
recession in business. 

Credit department operating budgets have been rising 
constantly for several years. Falling as they do in the 
category of non-merchandising services, credit func- 
tions are particularly vulnerable in expense-saving drives 
which usually attend a decline or even a levelling off in 
business activity. "Those of us who do not prepare in 
advance by reducing our expense budgets to rock-bottom 
levels will face a showdown when the first signs of a 
downward trend of sales appears. 

Assuming that in our credit department operations, 
we have been careful to utilize the man hours of our 
personnel to the utmost, and that wage and salary levels 
are unlikely to be reduced in the near future in the face of 
the high cost of living, there is only one avenue to which 
we can turn to reduce the over-all cost of our operations. 
That is a close examination of our functional systems, 
starting with the taking of the customer’s application 
and proceeding through every step and move we make 
until the account is finally collected. 

There are nearly as many credit systems on the North 
American continent as there are credit granters. Each 
is as different from the rest as is the individual facial 
features of the credit granter in charge. These systems 


RUDOLPH M. SEVERA is Cash-Time Man- 
ager, R. H. Macy & Co., New York, N. Y., and 
Chairman, Report and Bureau Study Commit- 
tee, National Retail Credit Association. This 
is an address which he gave at the annual 
meeting of Districts Two and Twelve, 
N. R. C. A., Hotel New Yorker, February 
8-10, 1948. 
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Can Our Credit Granting System Be 


TALLIED 


all serve the same fundamental purpose, and pursue a 
pattern which is basically the same, but there are thou- 
sands of degrees of variation in the manner in which they 


are administered. The operational costs are almost as 
varied as are the methods used. 

You have probably heard the story of the railroad 
president who was making a tour of inspection of the 
railroad yards one day, when he noticed a workman moy- 
ing from wheel to wheel alongside one of the trains, 
tapping each several times with a steel hammer. The 
president, a very democratic individual, struck up a con- 
versation with the workman, “How long have you been 
working for the road?” he asked “Nearly twenty years, 
sir,’ said the workman. “Been tapping wheels all that 
time?” “Yes, sir.” ‘‘What’s the purpose of tapping 
them?” asked the president. “I’m supposed to find out 
if they ring.” “Why are you supposed to find out if 
they ring?” The workman smiled sheepishly and 
scratched his head, “Gee, I never thought of finding out,” 
he answered. 

We in the credit profession should make certain that 
we are not tapping on wheels without knowing why we 
want to hear them ring. Instead of just being people 
who parcel out credit to risks we consider worthy accord- 
ing to a system which was created anywhere from five to 
twenty-five years ago, we should become credit engineers, 
and examine minutely every function performed daily 
or periodically, determine what its object and purpose 
is, what it accomplishes, and whether the end justifies the 
means. 

, Credit Bureau Experiences 

In my experience with the credit bureau several years 
back, some incidents are in point here. We had members, 
for example, who would always insist on having three 
store references checked up-to-date by telephone, regard- 
less of how excellent the customer’s prior credit record 
was, or how fine her husband’s business and financial 
background were. We had others who called up the hus- 
band’s place of business every time they received an 
order for more than $100.00, to make sure he had not 
quit his job, while the customer waited and fretted over 
the poor service in the selling department. And there 
were those who insisted that every applicant be investi- 
gated fully by outside contact, at the expense of almost 
certain embarrassment to the customer. 

Why did these members pursue methods which were 
often completely divergent, and caused needless work, 
expense and even impairment of customer service and 
good will? They were following precedent blindly, or 
had set up their systems on an airtight control princi- 
ple, each according to his or her own idea of how tight 
the control straight jacket should be. Obviously, they 
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had not developed the faculty of thinking and planning 
objectively, for many of the credit granters who went 
through the most pains to get complete, up-to-the minute 
information on every customer, were the ones who needed 
it the least because the high character of their patronage 
assured them a trifling bad debt loss even under the 
worst conditions conceivable. 

I do not advocate the use of careless or superficial 
methods of checking credit or handling other credit de- 
partment functions. But I do suggest that we can all 
achieve better results by devoting more time to the 
development of more scientific methods which will accom- 
plish the same or better results with the expenditure of 
less time, motion and money. 

In April 1947, a committee was appointed by the Presi- 
dent of the National Retail Credit Association to study 
the methods and techniques used by consumer credit 
granting organizations throughout the country in taking 
credit applications, checking them, analyzing risks, and 
recording data in the credit department files. This 
committee is known as the Report and Bureau Study 
Committee. It will work with a parallel committee of 
the Associated Credit Bureaus of America, which will 
study the problem of streamlining credit functions from 
the angle of the credit bureaus. It is‘hoped that by June 
of this year, a joint report and recommendations will 
be submitted which may help all member organizations 
to simplify and reduce their functions, to increase their 
eficiency, and to render more realistic and less expensive 
credit. service to customers. 

This committee recognizes that many individual credit 
granters and a few groups have already made considerable 
progress in streamlining credit functions. Certain local 
associations have made intensive studies of ways and 
means of cutting red tape, getting more information per 
dollar of expense, and improving the accessibility of 
credit data. Some credit granters are using a new type 
of cycle billing history card and application which con- 
solidates information and makes it quickly available for 
authorization purposes. Others have adopted point 
evaluation systems for rating risks and credit codes to 
simplify the recording of data for the permanent credit 
files. All new techniques discovered will be reported by 
the Committee for the benefit of the entire credit fra- 
ternity, and recommendations wil! be made for the 
further development of ideas and methods. 

Numerous Application for Credit 

Under our credit granting system as it exists today, 
a customer often makes as many as six and eight applica- 
tions for credit within the space of a year in a given 
locality. These applications require filling out a com- 
plete form, giving identity of the customer, business 
connections, bank, and trade or personal references. 
The fact that the customer has had previous credit in 
other organizations over a period of years will rarely 
save her the need for going through the red tape of mak- 
ing a complete application in each new place she may 
apply. : 

The next step is for the credit department to transmit 
the complete application to the credit bureau, which in 

turn checks its files and draws out any data on the 
customer contained therein. The files may reveal that the 
customer has been well established as a credit risk for 
several years and that she has had several accounts, all 








paid promptly with no semblance of adverse information. 
But the inquiring member has ordered a certain type of 
report; therefore, the credit bureau must go through the 
routine of investigating the customer’s background all 
over again, checking bank and trade references, and sub- 
mitting a complete report to the subscriber. When the 
data is received by the credit department, it must be 
read, digested and summarized on the records of the 
inquiring member. Often the complete report is filed 
away and referred to time ard time again by the credit 
department when authorization. of additional credit is 
requested by the customer. The number of times will be 
governed by the liberal or conservative methods pursued 
in the organization involved. 

The credit bureau is nothing more than a projection 
of the credit departments of its members into one single 
unit for protective purposes, so why would it not be 
possible to use its services more objectively? Suppose that 
the credit manager of the inquiring store was seated in 
the credit bureau. Would he require his interviewers to 
go through all the detail of taking the credit application 
as soon as the customer sat down? Probably not. He 
would instruct his interviewers to obtain only the name 
and address of the customer, and ask the customer 
whether she has had a previous record with the credit 
bureau. If the customer answered in the affirmative, the 
interviewer would simply go to the file, draw it out, 
obtain any information which may be required to bring 
the records up to date, and refer the application and 
file to the credit manager. In a large percentage of the 
cases, absolutely no further investigation would be 
necessary ; in others, the extent of the additional data re- 
quired would be minimized. Only the customer who had 
never had credit before, or whose records were too old 
to be valuable, would require a complete and current 
investigation. 

Credit Bureau’s Specialized Service 


Assuming that a central method of taking applications 
is not feasible, the most valuable features of the routine 
I have described could be incorporated into a specialized 
service rendered by the credit bureaus. They could 
employ competent people thoroughly familiar with the 
extent of the minimum requirements for adequate check- 
ing of credit risks in the credit department of its mem- 
bers, who could pre-determine the acceptability of each 
risk based on the information already in the credit bureau 
files, and authorize additional investigation where it is 
required. If 50 per cent of the risks could be checked 
immediately on that basis, and the likelihood is that the 
percentage might even be greater, considerable investiga- 
tion work and expense could be saved. The credit bureau 
could charge a higher rate for this selective service, and 
probably realize a greater profit than it does on its 
conventional reports. Suppose that, instead of submitting 
credit information at length, the credit bureau developed 
a code which could be transmitted to the member in a 
flash on ordinary well-established risks. For example, 
the inquiring member might inquire of the bureau on 
Mrs. John Smith of 1000 Park Avenue, New York, and 
request the answer in code if available. The reply would 
come back “ABA 10 C 300, 8 g 2 F.” This would 
mean “Your subject is rated as a person of high (A) 
moral character, financial income ranging from $10,000 

(Turn to ‘Streamlined Credit,” page 14.) 
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Credit (rends and 


Opportunities in the Field of 


Retail Credit 


HE WORD CREDIT is derived from the 

Latin verb credo. There are two principal 
divisions of credit, wholesale or producer credit 
and retail or consumer. Wholesale credit is ex- 
tended to business and industry for operational 
and expansion purposes. It is credit to the sources 
both eriginal and contributory of retail credit. 
These sources of retarl credit produce, transport 
and sell goods for public use and consumption. 
They help create the need for retail credit, assist 
in making it available and cooperate in its smooth 
and continuous operation. Business could not 
operate on its present plane of efficiency without 
constant and substantial use of credit. 

Retail credit, often times referred to as consumer 
credit, is credit to the individual or to the people usually 
involving nominal amounts of money with terms thirty, 
sixty or ninety days on single payment credit and de- 
pendent upon the type of merchandise up to six, twelve, 
eighteen months and sometimes longer on_ installment 
credit. When you use a store charge account, when you 
buy an automobile, household appliance or furniture 
on time payment or when you make a personal loan to be 
repaid in periodic payments or when you make use of 
public utility service you are utilizing the convenience 
of retail credit. 

Credit Means Something to Everyone 

No man can say that credit means nothing to him and 
that it would make no difference to him if the avenues 
ot credit were shut off tomorrow. You derive the bene- 
fits of credit from the time you bring in the morning 
paper and the day’s supply of milk, until you switch off 
the light when you retire at night. The close relation- 
ship of credit with people and business follows step by 
step in the production and distribution of our food and 
clothing as well as the construction and furnishings of 
our homes. 

Credit is a vital and integral part of business trans- 
actions from the original source of goods to their ulti- 
mate use. The coffee or tea that we have with our dinner 
each night is brought to us from Brazil, or from distant 
Ceylon, with the aid of international credit that is 
arranged through world-wide banking and mercantile 
ties of foreign branch offices or correspondent connections. 

The delivery of our clothing to us involves crop 
loans, mortgage loans, stocks, bonds and almost every 
conceivable form of credit and finance. Even my promise 
to pay the retailer in the form of an account receivable 
may partially have been the collateral basis for short 
term bank credit required by my accommodating mer- 
chant. Along the line of our clothing’s circuitous route 
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someone may have paid his account with currency, but 
what is currency but engraved paper that has value 
only because it bears the promise of the United States 
Government to pay or redeem its outstanding coin and 
currency on demand. 

The extension of credit is an ancient practice. The 
discoveries of archeologists show that promissory notes 
evidencing credit transactions were used in Babylon 
over four thousand years ago. The Bible makes numer- 
ous references to credit regulations and practices existing 
before the time of Christ. Plutarch relates that Crassus 
acquired large sections of Rome by buying up houses at 
low prices following catastrophes of one kind or another 
and then reselling the houses to the people on an install- 
ment payment basis. 

Mercantile banking and retail credit were inaugurated 
early in the nineteenth century. Installment credit 
which we are wont to regard as a comparatively new 
American practice was utilized for the sale of portable 
and semi-durable goods while our ancestors were still 
fighting the Indians east of the Alleghenies. Singer 
sewing machines were sold on house-to-house solicita- 
tion and on monthly payments as far back as 1850. 
Charge accounts came into general use after the turn of 
the present century. Commercial Investment Trust, one 
of the giant finance companies of today, was organized 
in 1907, the national finance companies really started 
volume operations in 1919 after the close of World 
War I. Bank personal loans were introduced in 1909 
when Arthur Morris, a young Virginia attorney, opened 
the first Morris Plan Bank in Norfolk, Virginia, to offer 
to the general public time payment bank loans with 
character as the basis of credit. x 

From little acorns do the great oaks grow. From a 
humble beginning, credit has grown to the point where 
our entire commercial fabric rests on it. It can also 
be said with equal truth that our social system and 
that of the world at large is so intertwined with and 
so dependent upon credit and credit stability that their 
sudden withdrawal would create immediate chaos. 

Our government is the world’s largest utilizer of 
credit owing at this time in excess of 258 billion dollars 











TED W. WALTERS is Vice-President, The 
Bank of Ohio, Cleveland, Ohio. He gave this 
lecture at the retail credit and collection class, 
Cleveland College, Western Reserve Univer- 
sity, Cleveland, Ohio. 
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to the investing public, the banks, the insurance com- 
panies and miscellaneous investors in treasury bonds, 
notes, certificates and other instruments of government 
indebtedness. 

The following figures prove that eligibility for almost 
unlimited credit can get you into almost unlimited debt: 
On March 31, 1947 the nation’s pre-war debt was 
1.25 billion dollars. In August 1919 the country’s peak 
war debt was 26.5 billion dollars. This dropped to 16 
billion dollars by the end of 1930 but it rose to 44 billion 
dollars in the next ten years and due principally to 
defense and World War II expenditures it climbed to 
260 billion dollars in 1946. 

While the government debt may be termed colossal, 
none of us are pikers when you consider what we owe 
on our charge accounts, loans, automobiles, electric 
refrigerators, furniture, radios and other articles and 
services sold or dispensed on credit. At the close of 
1947 there was outstanding in retail or consumer credit 
in excess of 13 billion dollars. The increase in retail 
outstandings in 1947 was 3.5 billion, the largest growth 
in any one year in our history and there is strong indica- 
tion that retail debt will reach 20 billion dollars before 
we can hope to satisfy the strong desire and need for 
both durable and soft goods that were practically unob- 
tainable during the war. In spite of great production 
they have not been generally available since the war. 

Our retail operations can be broken down into two 
major divisions, single payment credit of seven billion 
dollars and installment credit of six billion dollars. In 
the single payment credit total the largest contributors 
were charge accounts with over three billion, single pay- 
ment loans of 2.7 billion dollars and service accounts of 
almost one billion dollars. In the installment group 
personal loans made up over half of the total, and the 
balance was divided between automobile and miscellane- 
ous financing. These figures are growing rapidly. Since 
the close of the war there has been a need for merchandise 
unprecedented in our history and at the same time an 
unparalleled number of workers eager to buy. We are 
dealing today with deflated dollars and inflated prices. 
Practically everything we buy is from 50 to 100 per cent 
higher than it was before the war so when we speak of 
our present 13 billion dollars of retail credit debt we 
are referring to an inflationary figure that could likely 
be reduced to about 8.25 billion dollars if our dollars 
of today had pre-war purchasing power. ‘This means 
that fewer articles of merchandise and fewer people are 
involved in today’s 13 billion dollars of debt than were 
involved in the ten billion dollar debt of 1941. 

Installment credit which is most readily criticized 
has not yet approached the instalment debt that existed 
before Pearl Harbor. There is nothing unusual or 
disturbing in today’s retail debt. The business of retail 


credit is sound and no more sensitive to the inflationary 
period through which we are spiralling than any other 
part of our business system. 









































Conjure with a few more statistics showing the ridicu- 
lous comparison of inflationary figures of today with 
pre-war figures. In 1939 retail sales were 42 billion 
dollars and 100 billion in 1947; consumers spent 62 
billion dollars in 1939 and 138 billion in 1947; farm 
income rose from eleven to 25 billion dollars; United 
States tax revenue from five to 39 billion dollars; popula- 
tion was up from 130 million to 142 million with per 
capita income from $575 to $1,300; federal debt from 35 
billion to 260 billion and national income from 125 
billion to 195 billion dollars. It is regrettable but 
really not surprising that in this period food prices rose 
95 per cent, construction costs 85 per cent, clothing 75 
per cent, and automobiles 56 per cent. We are earning 
two and a half times as much today as we were during 
the prosperous days of 1929. 


Why do people buy so much on credit when we enjoy 
unusually high earnings? 

1. Availability after a long wait for articles that 
people are in the habit of buying on credit. 

2. Convenience of credit, and 

3. High prices and high taxes are cutting into some 
incomes to the point where it is desirable and even 
necessary to buy needed merchandise on credit. 


Extent of Potential Buying Power 


cause for alarm over potential buying 
We still have a reserve of 155 billion dollars in 
savings and government bonds, and there is still need for 
top employment and top production for some years to 
meet our requirements for all types of merchandise. The 
people of this country are in good financial position with 
resources that belittle liabilities. We are not broke, 
and we are not spendthrifts on a spending spree. ‘The 
rapid rise in credit outstandings indicates an investment 
in things that range high in constructive usefulness. 
There is-less loose spending today for unnecessary mer- 
chandise than there was during the war when cash sales 
were much higher in percentage of retail credit than 
now. In wartime, with durable goods unobtainable, 
reckless expenditures for high priced non-essential goods 
were almost the order of the day, particularly with people 
who were enjoying income that was uncommon to them 
and permitted extravagance. 


There is no 
power. 


Rising retail credit is not a sign of or a_ reason 
for periods of adjustment or depression. Much of today’s 
installment buying is being done by people who prefer 
to force themselves to pay for services or articles out of 
income rather than dip too deeply into savings or invest- 
ment resources. This is good assurance of future finan- 
cial stability. 

Retail credit is not a topsy-turvy business. It has 
enjoyed sound healthy growth when such growth was in 
order and vigorous growth when that was the order of 
the day. Retail credit is big business which involves 
billions of dollars used by tens of thousands of business 
houses, financial institutions and professional men for 
the benefit of millions of people. Retail credit is here 
to stay and to grow in public acceptance. It has created 
buyers that make mass production practical, has been a 
boon to industrial development, and through its wide- 
spread operations offers many opportunities for promising 
careers. 
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Retail credit is a field in which you can afford to place 
your future. It has much to offer the man or woman 
who is able and willing to contribute initiative, loyal 
application and reasonable intelligence to a job. Oppor- 
tunities are abundant but the measure of success attained 
in this business, like in all others, depends on the measure 
of your contribution to the success of your employing 
institution. 


The qualifications a business or line of work should 
possess to offer promising careers should have wide public 
acceptance and dispense merchandise or services that are 
in demand. A business must be successful if it is to offer 
opportunities for success. It should offer stability with 
sound prospects for the future, be of a nature to neces- 
sitate top flight executive ability and administration, and 
be in a position to pay a premium for brains, initiative 
and resourcefulness. ‘There should be room in the busi- 
ness for sound development and expansion. It should 
provide opportunities for reasonable remuneration for 
people coming into the business and offer good chance for 
advancement. Retail credit provides a strong affirmative 
answer to each of these requirements. 


There are twelve thousand banks in this country 
engaged in consumer loans or sales finance. Their retail 
outstandings exceed six billion dollars and are being ag- 
gressively extended. The personnel handling the business 
is of high type. Where volume is sizeable, ranking 
officers are in charge of consumer credit departments. 

Practically every department store in the country as 
well as most furniture and jewelry stores and dealers 
of appliances and of course the large mail order houses 
are actively engaged in retail credit. ‘Their outstandings 
in charge and installment accounts total five million dol- 
lars. Credit operations of that extent involve manage- 
ment and personnel charged with great responsibility. 

National finance companies such as General Motors 
Acceptance Corporation, Commercial Investment Trust, 
Associates Investment along with national and _ local 
loan companies have tremendous portfolios of finance 
paper and personal loans. In 1936, which was a big 
year in automobile finance, it was reported that three 
large finance companies had aggregate bank borrowings 
of 500: million dollars without straining their lines of 
credit. Judging from the large number of former fi- 
nance company men who are in charge of consumer 
credit departments in banks, it can be said that the 
forceful and effective sales methods of large finance com- 
panies assist greatly in training men for responsible 
positions, 


Extent of Credit Granting 


Our great public utilities, oil companies, dairies and 
newspapers and the medical group together grant a billion 
dollars in retail credit. “They employ good men and 
transform them into better men. In addition to all these 
sources of credit that offer limitless employment oppor- 
tunities there are over’ 1,350 credit bureaus located 
throughout the country for the purpose of assimilating 
and distributing credit information for the benefit of 
members. 


The Cleveland Credit Bureau has a trained staff of 
150 men and women directed by credit experts in par- 
ticular lines to serve two thousand members. The expan- 
sive Cleveland Bureau files contain between one and a 
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half and two million records that are kept alive and 
up to date through facts and experiences that are added 
each day to satisfy adequately and efficiently over 500 
thousand requests for credit reports each year. 


Retail credit is credit extended to people. It is inti- 
mate and personal. Therefore, if you dislike public 
contact, are not sympathetic to the needs, idiosyncrasies 
and feeling of people, uninterested in fair unbiased analy- 
sis of the individual and his problems, lacking in apprecia- 
tion of the pride people take in their reputation and 
good name no matter how small their financial structure, 
and are inclined to impatience and brusqueness besides 
being short of faith in your fellow man, do not enter the 
field of retail credit. Retail credit is a field that de- 
mands the highest form of public relations. Good will 
means the continuance or discontinuance of patronage. 
Extensive advertising and promotion are required to bring 
people into the institution and put them on the books, and 
it is important to develop and retain good will that results 
in active accounts. Care and consideration should be 
exercised in determining the credit worthiness of people 
and in the collection of their accounts. The public is 
sensitive and their feelings are easily hurt. Arrogance, 
independence and defiance have no place in a credit de- 
partment. 

Importance of Power of Decision 

‘Power of decision is of prime importance and the 
ability to make correct decisions is aided greatly if 
you can win the confidence of credit applicants so that 
they feel free to make complete statements and do not 
hesitate to give information that is helpful in granting 
credit and sometimes in collecting accounts. 

To advance far in retail credit work, you must develop 
sales ability. You must be able not only to sell yourself 
and your institution to a customer, but you must con- 
stantly be looking for ways and means of developing 
new business and more business from present customers 
through attractive but sound credit operations. If you, 
as a credit executive or department head, can show 
management how to do more business, how to make more 
money, you will win official commendation and recogni- 
tion for greater responsibility. It is another case of ‘He 
profits most who serves best.” 


Business executives are intensely interested in collecti- 
ble sales, because sales are the lifeblood of business. 
Sales spell success and profits. 

Business does not expect too much from you in spe- 
cialized fitness. You will serve in the capacity of an 
apprentice learning the fundamentals of business. Business 
likes to do much of its training and is patient and does 
not expect you to be an expert in a few days or weeks. 
Business can use all kinds of ability. You have the 
opportunity to try different kinds of work until you hit 
on the type that is best suited to your inclination and 
aptitude. Salary is important but not the major con- 
sideration ; look rather for opportunities and future. 

To get into the field of retail credit or any other 
type of business, you should make a connection with 
a successful, aggressive institution and one that is 
generally recognized or moving forward. There is no 
hurry to apply for a position whether you are ready this 
year, next year or five years from now. Opportunities 
await you in the field of retail credit. wick 
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San Antonio's Pay Prompt Campaign 


F. G. Cimmerman, Credit Manager, The Vogue, 
San Antonio, Texas 

WITH THE END of Regulation W and the drop in collection 
percentages, the San Antonio Retail Credit Association decided last fall 
there was a necessity for a “prompt pay” campaign as the major objective 
for the year. The program was backed strongly by the merchants of the 
city, and the cost was borne by the stores’ individual contributions, rather 
than from the surplus of the San Antonio Retail Merchants Association. 

The program consisted of a series of quarter-page ads published in each 
local newspaper once a month between the first and the tenth. ‘These 
will be run for one year. A local advertising company is composing these 
advertisements to bring a local touch to the campaign, and also to conform 
to the seasons of the year. They emphasize payment of accounts in order 
to have them clear for purchases at holiday seasons. The angles of using 
bonuses to pay Christmas bills, the advantages of opening and using 
accounts, and the fact that small-purchase customers can have as excellent 
credit record and receive the same treatment as large purchasers, are 
brought out. The services of the advertising company are paid for by 
the newspapers. 

With this, we incorporated the essay contest, used so successfully in 
Pontiac, Mich. Students in all schools of Bexar County were eligible 
for prizes three classifications: Elementary, Junior High, and Senior 
High Schools. $510 in cash prizes were awarded as follows: first prize 
in each division, $25 for the student and $25 for the school which he 
attends; second prize, $15 each; third prize, $10 each; and seven prizes 
of $5 each. Due to the fact that the school also participated in prizes, 
exceptional cooperation was received from all officials of city, county and 
parochial schools. Most of them made the essay compulsory to students 
in English classes. This contest was publicized by a half-page ad in each 
newspaper, and reprints of the ads were sent to all schools to be posted on 
bulletin boards and in classrooms. The newspapers also cooperated in 
giving us publicity on. the contest, and spot announcements were made in 
all news-casts over the three local radio stations. 

To assist the students in preparing their essays, our Association ordered 
50,000 copies of the booklet “The Good Things of Life on Credit” from 
the National Retail Credit Association, and distributed them among the 
students. The number of requests for copies of this booklet has been 
- Judges for the Essay Contest 

Three English professors of local colleges were selected as judges for 
the Senior High School essays, and three High School teachers judged 
the Junior High and Elementary School entries. The enthusiasm was 
great and there were several thousand entries received. The judging has 
not yet been completed but will be finished soon and the prizes will then 
be awarded. 

Throughout this essay contest, we did not only acquaint Senior High 
School students, who will soon be our credit customers, but also the idea 
of “prompt payment” went into the homes of the younger students through 
the booklet, ““The Good Things of Life on Credit,” and the questions 
of the younger students who were interested in asking their parents. At 
the conclusion of the contest, we will advise the Retail Merchants Associa- 
tion of Texas, our State Association, the exact results achieved. 

To round out our “Prompt Pay” campaign, we succeeded in securing 
time with two local radio stations for broadcasts of a program which 
originated in Birmingham, Ala., called “How’s Your Credit?” ‘The entire 
script of this program was published in the November, 1947 Crepit 
Wortpv. Four 15-minute broadcasts were made over one station in 
March and one over another local station. Due to the fact that this was 
not a commercial broadcast, the time was furnished free of charge by 
these radio stations. In this manner, we acquainted the buying public 
with answers to many questions resulting in confusion, slow-pay, and 
non-use of credit by prospective customers. rik 
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Proved System Speeds 
Customer Service 


With the Fas-Cash System your 
cashiers can cash customers’ checks 
in as little as 6 seconds... up to 500 
checks in an hour. 


This practical system actually enables 
one cashier easily to do the work of 
two! You see, Fas-Cash eliminates all 
wasted motion...does away with 
counting and proving money every 
time it is paid out. 

Investigate this proved system that 
builds customer good will for depart- 
ment stores, utilities, and other firms 
which cash a large volume of checks. 
Send coupon today for complete in- 
formation. 


FREE! 


Send coupon for your 
free copy of illus- 
trated folder. Ex- 
plains how and why 
the Fas-Cash System 
will speed up yout 
check- -cashing.. 

save you money! 


FAS-CASH 
SYSTEM 


Enables. Teller to do the Work of 2 











| FAS-CASH SYSTEM, INCORPORATED 
Dept. CW-4, 112 Madison Avenue 
| Detroit 26, Michigan 


¥ . . we want to improve customer service, 
| Rush’ details about the Fas-Cash System, together 
with free illustrated folder. 
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Control of Credit in Specialty Stores 


Harold E. McManus, Credit Manager, T. D. Whitney Co., Boston, Mass. 


(An address before the annual meeting of Districts Two and Twelve, 
N.R.C.A., Hotel New Yorker, New York, N. Y., February 8-10, 1948.) 


N A CONSERVATIVE STORE like ours, do- 
ing business mostly in housekeeping dry goods, 
the control of credit may seem like a simple affair. 
Nevertheless, collections and bad debt experience 
are the result of sound credit policies and vigilant 
control. our aspects that follow consecutively 
are: new accounts, control of established accounts, 
collection policies and practices, and collection and 
bad debt results. 

Accounts wisely opened will cause the least trouble 
and make the best and most satisfied customers. All 
accounts are opened in the interviewing offices: by the 
credit manager or his assistant. The application is 
recorded on an open-end envelope. On one side are 
the vital statistics; name, address, length of residence, 
husband’s occupation, his business address, income, and 
other necessary information. At the bottom there is 
space for a brief impression of the applicant’s principal 
characteristics which is valuable in determining the type 
of approach if collection procedure becomes necessary. 

To verify the information on the application we use 
directories. Reference from Dun and Bradstreet also 
is helpful to determine the rating of the business in 
which the applicant’s husband is employed. The infor- 
mation being acceptable, the account is forthwith en- 
tered in the books. When credit bureau verification is 
obtained it is put in the application envelope tor ready 
reference. If routine credit bureau references are not 
eminently satisfactory, current clearances, or highly de- 
tailed special reports, are obtained. Few border-line 
applications occur; if so, we frequently decline to open 
such accounts. 

When accounts are set up and established on our 
-books they are given a minimum credit limit of $50.00. 
A higher limit is determined according to financial 
and/or credit references; or our own experience, and 
some have no credit limit whatever. All accounts are 
referred to me or my assistant on reaching $100.00. On 
charge-take purchases the floor superintendents pass up 
to $5.00 without one of our shopping cards, but with 
other satisfactory identification. They pass up to $10.00 
on presentation of our shopping card and comparison of 
the signature on the charge slip with that on the card. 
There is no reference to the office on these items. 

On charge-send purchases the duplicate charge slip 
goes with the purchase to the shipping room. There 
the stub is used as an address label. The original 
charge slip comes to the office and is checked with the 
authorization reel, then. stamped by the checker and 
sent to the shipping room as a release for delivery. 

All charges are referred to me or my assistant for 
O.K. on accounts three months overdue. Our decision 
is based on a quick, immediate re-examination of the 
account and if necessary the charge account application. 
If we do not approve such charge-take purchases, the cus- 
tomer is called to the office for a talk. The charge-send 
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customer with an account three months overdue is likely 
to get a letter advising that a recent purchase is being 
held in lieu of payment of her account. 

Our collection policies and practices are designed to 
keep the customer’s good will from the time the applica- 
tion is taken, henceforth. This involves courtesy of 
treatment at all times, but in routine we let nothing 
prevent prompt billing. We bill on the calendar basis 
and our bills are mailed on the last business day of 


each month with an enclosed self-addressed envelope, ° 


For many years about 35 per cent of our receivables have 
been collected by the 10th of each month. This is due 
to prompt billing and self-addressed envelope. 

On unpaid accounts a plain statement goes to the 
customer on the first of the second month; a statement 
with “Your kind remittance will be appreciated” sticker 
goes out on the first of the third month; another state 
ment with a little more forceful sticker, “May we 
again remind you, etc.” is mailed on the 20th of the 
third month. Nothing goes out on the first of the fourth 
month. By this time the account is in the special atten 
tion file, but during the fourth month either my assistant 
or I telephone these customers in the local area, or the 
first of a series of three collection letters is mailed, 
spaced at ten-day intervals. Telephone calls are in- 
variably well received and are much more productive of 
good collection than letters. Refractory accounts are 
given to the collection agency and are permanently closed, 
the names being left on the charge O.K. reel but flagged 
“Do not deliver.” 

Our collection letters adhere to clearly defined forms, 
but with consistently good results they can be personal- 
ized somewhat, according to our impression of the cus- 
tomer as noted on her account application form. The 
application may say “Thorough lady’; a genteel letter 
would do. Sometimes it takes a pretty blunt one to 
make an impression ‘on a harder person. 

During the prosperous late 1920’s our collections ran 
about 53 per cent; during the 1934 depression they 
remained 53 per cent; in 1939, the last pre-war year 
they were 54 per cent; under Regulation W in 1946 
they reached a high of 66 per cent; and in 1947, the 
first Post-Regulation W year, they were 64 per cent. 
These are collections of regular charge accounts. We 
have very few installment accounts, and these percentages 
do not include C.O.D.’s. 

These figures do not include accounts collected after 
having been charged off and are the percentages of bad- 
debt charge-offs to net charge sales. In the late 1920's, 
.25 per cent; during 1934, .31 per cent; in 1939, .25 
per cent; and in 1946, .26 per cent. We expect this 
year to approximate last year. 

We endeavor to maintain constant courteous relations 
with our customers, give unfailing attention to daily 
details, and promptness of supervision to detect and 
prevent trouble before it starts. These are the best and 
wisest safeguards for credit control. wick 
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Training of Credit Department Personnel 


W. O. Perlick, Assistant Credit Sales Manager, The Fair, Fort Worth, Texas 
Vice-President, Fort Worth Retail Credit Managers Association 


OW THAT the failures of our credit offices can 
N no longer be blamed on wartime personnel we 
are obligated to improve our inefficient operations. ‘This 
can best be accomplished with a new and aggressive 
training program, placing more emphasis on friendly 
service and improved customer relations. 

Never before has the value of trained, capable help 
been so emphatically impressed upon management. Dur- 
ing the war we were forced to employ people not only 
lacking in the necessary background to do a good job, 
but lacking one of the most important requirements, 
the desire to learn and do a good job. 

With the advent of modern billing methods and 
streamlined office equipment, our people must be geared 
to meet the demands of efficient and smooth operation. 
The quality of any operation is dependent entirely upon 
the complete training of the entire force. Each employee 
must be well trained, down to the finest detail, on the 
operation preceding as well as following their particular 
activity. Not enough stress can be placed on the im- 
portance of cross training. This will prove time well 
spent, especially when confronted with partial attendance 
of employees. File clerks, authorizers, in fact, every 
person under our direct supervision should know the 
flow of work, from the time a customer makes a pur- 
chase until the ticket is finally filed. 

Replacements in office routine can best be trained, 
not only by a thorough explanation of the job the em- 
ployee is to work on, but an explanation of the preceding 
and following function as well. ‘Too often we leave to 
chance this necessary portion of our new employee’s 
education. Not only is it important they know the job, 
but each related activity must be thoroughly explained 
if these people are to become valuable employees. It 
is not enough to demonstrate and explain; you must 
also show them why. 

With the credit office the very hub of your firm’s 
activities, the value of courteous and efficient response 
to a customer’s inquiries is quickly proved. Are your 
people qualified to render this necessary service? 

Training of new people can be classified into three 
distinct functions: 

1. The explanation 
2. The demonstration 
3. The follow-up 

To give a new employee only the benefit of the first 
two and expect a good job done without the third is 
unfair to the individual, regardless of this employee’s 
intelligence. All firms engaged in a standard training 
program have proved conclusively that training of their 
people can best be accomplished, not only by a thorough 
explanation and clear demonstration by a skilled work- 
man, but by a regular follow-up on the progress of the 
individual and a consistent check of the work accom- 
plished. This checking program should be continued 
until you are convinced the job is being done accurately. 
A training program of this nature not only acquaints the 
employees with their duties, but indelibly impresses on 
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their minds the importance of accuracy in the perform- 
ance of their daily work. 

A follow-up program should not be restricted only to 
new employees. Older employees will become careless 
after years of service. They, too, often devise short cuts 
without thought of the difficulty they might be creating 
for another individual. These people, while sincere in 
believing their job is being done properly, will appreciate 
an analysis of their work at scheduled intervals, if their 
deficiencies are pointed out in the spirit of constructive 
criticism. A systematic analysis of the credit department 
will bring these irregularities to light, and they can 
then be corrected before becoming accepted practice. 

An important factor to be included in a training pro- 
gram should be use of the telephone in daily contacts 
with the buying public. Have you dialed a business 
phone, only to be greeted by a very impersonal and bored 
“Hello”? After a painful pause you are required to 
ask, “Is this the Jones Company.” ‘The reply is often 
“Yes.” Many valuable moments are spent needlessly. 
This delay could be avoided if the original answer had 
been, “Good morning, The Jones Company, Miss Smith 
speaking.” A cheerful and sincere ’phone technique can 
go a long way toward advancing a firm’s prestige. A 
disturbed customer cannot remain belligerent long if 
she receives courteous, friendly and sincere response to 
her complaints. 

Probably you have received calls demanding the credit 
manager in a tone indicating the customer has been 
disturbed. Often you have heard a smooth telephone 
voice reply, “This is the Credit Manager, Mr. Brown 
speaking, May I help you, please?” Immediately, there 
is a softening of the customer’s attack. The shrewd and 
thinking credit manager will grasp this opportunity to 
further advance his approach by saying something addi- 
tional that will indicate a personal interest. 

Customers of today and tomorrow are not mere names 
or numbers on ledger pages. ‘They are real people, the 
same people seen on the street when we leave, the same 
people that attend ball games; members of civic organiza- 
tions, and, more important, are the very people whose 
patronage pays the salaries of our entire organization. 
From a practical viewpoint, it would seem then that these 
people have the same reactions and feelings as we. It is 
good business practice to treat each customer as a guest, 
affording him every possible courtesy whenever he visits 
our department. A little time spent with this individual, 
discussing something of personal interest to him, is an in- 
vestment in good will. Every time a customer speaks 
favorably of your store or department, your problems are 
reduced materially. 

In conducting a credit interview, you will often find 
it practical to change the conversation to something 
pertinent to the customer to relieve direct and annoying 
requests for information. What a warm feeling of pride 
when, after, a credit interview, the customer remarks, 
“Why, I had no idea opening an account could be so 


(Turn to “Training Personnel,’”’ page 13.) 
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Creating Goodwill When 
Declining an Account 


E. C. Hufham, Credit Manager 
R. B. Broyles Co., Birmingham, Ala. 


T IS JUST AS important to be courteous to the 
| would-be customer to whom we must decline credit 
as it is to be courteous to our regular customers. It is 
often difficult, especially when the new applicant becomes 
irate and starts in with accusations, denials and unex- 
pected offensive tactics, as well as demands for explana- 
tions. For these reasons the credit manager should 
analyze the credit report and the applicant before mak- 
ing the declination, whether in person or by letter. Un- 
less this is done the conversation is liable to force upon 
you an unpleasant situation, unexpected and undesired. 

If this rule is followed it is usually possible to deter- 
mine what suggestions to offer the applicant. No one 
would decline credit without at least bidding for the 
business by cash or C.O.D. Naturally, if the approach 
to the declination is friendly, there is a much better 
chance of securing the customer’s business in cash or 
C.O.D. and of retaining his good will. 

Many times even though you have a signed application 
for credit, you will hear, “Oh, I did not want to open 
an account, I just asked the salesman to hold the goods 
on lay away until I could come back and pay the bal- 
ance.” Of course, this is an easy way out for the cus- 
tomer as well as the credit manager. 

Even though it may seem impossible to grant credit 
immediately, the first duty of the credit manager is 
to see if a way can be found to make the account accepta- 
ble. Some of these might include pooling of past-due 
accounts through a bank loan, settlement of debts dis- 
charged through bankruptcy, or possibly a sufficient 
initial payment to warrant approval of a reduced amount 
of credit. 

We do not recommend the approval of all such sub- 
standard applicants, but mean to emphasize the impor- 
tance of seeking some satisfactory basis on which to 
grant the credit before making a blank refusal. Where 
it is impossible to do business with your customer, it is 
easier to retain his good will if a blank refusal can be 
avoided. Do not close your door to the customer’s 
future business. If you can do so, leave the case un- 
settled. He’ may become more fortunate or a better 
manager of his affairs in the future and if he is treated 
with friendliness and courtesy, there is still a possibility 
of securing his trade later. No doubt you have rein- 
vestigated applicants only a year or two after declining 
them and found the whole picture had changed. 

It is well to remember that anyone can approve gilt- 
edge applicants and turn down incorrigibles, but the 
real test of a good Credit Manager is how accurately 
he or she judges the borderline credit risks. Let us also 
not forget that all three can, and should be dealt with 
in a friendly courteous manner. No matter how good 
our business is, nor how strong financially, no one can 
afford to either purposely or carelessly create ill will. 
It is our job and our duty to make all the friends we 


can for our business and we become stronger by doing so. 
wkk 
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(Beginning on page 12) 
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pleasant. I delayed this for a long time because I 
dreaded the inconvenience of answering all those ques- 
tions.” Needless to say, the possibilities of this customer 
becoming a problem at a later date are considerably less 
than the one who leaves, feeling his personal affairs 
have been laid wide open for public inspection and has 
been impressed with the firm’s cold and impersonal 
attitude. 

The following suggestions may help your present 
program and assist in reducing operating problems: 

Include in your training program not only the 
explanation and demonstration of the job by a skilled 
employee, but a regular follow up on all activities. 

2. Do not overlook the work done by your old em- 
ployees. They may need as much training as your new 
personnel. 

3. Call your office from the outside and see if your 
opinion of the type of service being rendered is the same 
as it appears from the inside. 

4. Train your interviewers to have customers enjoy 
their visit and still obtain the necessary information. 

5. Key people may be depended upon to carry on your 
activities properly but train your entire personnel to 
be flexible enough to fill in when an emergency arises. 

6. Acquaint your people with the entire store opera- 
tion. 

7. Solicit ideas and suggestions from your employees. 
You will be amazed at the results. nik 


US epiy-0 LETTER 


18% ACCEPTED ACCOUNTS ... 


from a charge solicitation sent out 





to a “cold list” of prospects! That's 
what Reply-O Letter produced re- 
cently for a representative Specialty 
store. We have interesting samples 
to send you. Write us. 






Whet Are 
Your Needs? 


any TOWRUS 








Write to: THE REPLY-O PRODUCTS CO. 150 West 22 St, W.Y. 11 
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CREDIT DON'TS 


. DON’T extend credit without first obtaining a 


complete credit report on the applicant. 


. DON’T extend credit on a “hunch” or the fact 


that you are acquainted with the applicant, or he 
has been a cash customer. 


. DON’T make a partial check by telephoning or 


writing references furnished by the applicant. 
Naturally, in most cases, he will be in good stand- 
ing with such firms. A complete credit report, 
in the long run, will prove the cheapest and you 
will be assured of good and bad information alike 
—a true picture of the applicant’s record and 
ability to pay. 


. DON’T withhold information from your Credit 


Bureau longer than is required to check your 
records. It slows up the service of the Bureau 
and the inquiring member and makes for extra 
handling by all concerned. This increases the 
cost of Bureau operation and additional costs 
must be absorbed by all members. 


. DON’T extend credit in the face of unsatisfactory 


information, because you may feel that the cus- 
tomer will pay you—that you are a better col- 
lector. It just doesn’t happen that way often 
enough to warrant the risk involved. 


. DON’T show your feelings in collection letters to 


customers who have ignored previous requests for 
payment. Judgment and diplomacy are required 
in handling collections and particularly so with 
such customers. 


. DON’T threaten to take certain action and then 


back down. Don’t threaten until you mean it 
and then follow through in accordance with your 
letter. 


. DON’T permit past-due accounts to run indefi- 


nitely. If you are unable to make collection within 
four and not more than six months, other steps 
should be taken. The longer you delay action, 
the more difficult the collection. Usually collec- 
tion fees are based on the age of accounts and 
collection prospects are brighter in the early 
stages of delinquency. Therefore, you save money 
when such accounts are promptly placed in the 
hands of the collection department of the Credit 
Bureau or the agency used by you for this pur- 
pose. 


. DON’T delay closing accounts of slow-paying 


customers or those who overbuy and.cannot be 
educated to pay according to the store’s terms. 
Your bad debts are largely made up of accounts 
in the two categories, plus those on which credit 
was extended without sufficient information. 


DON’T fail to attend meetings of your local as- 
sociation. Discussions at such meetings and be- 
coming better acquainted with your fellow credit 
granters will pay dividends to you and your firm. 


DON’T fail to read every article in The CREDIT 
WORLD each month. You never know when 
you may run across the very idea you are look- 
ing for. Systematic reading of The CREDIT 


WORLD will keep you abreast of the times in 
the retail credit field, is educational and broaden- 
ing. It will make you a better credit manager or 
credit assistant. 











4 CREDIT WORLD 


MUSEHLHUH PTH ILEEIT TH TPH PHRREEET Ite HELTER TEE HER PERE Ha 

















APRIL 1948 


**Streamlined Credit’’ 


im: «(Beginning on page 4.) aiunERNI 


to $15,000 (B), bank report excellent (A), 10 credit 
accounts on record (C), high credit $300, 8 show good 
pay (g), 2 show fair pay (F). Think of the time, 
motion and expense which could be saved in this manner, 
besides providing the inquirer with a digest of the file 
information which could be filed permanently with little 
effort. 

There are probably 25 or 30 million families in the 
United States who use credit in its various forms from 
time to time. Of these, a sizeable proportion is well 
established as desirable risks within their communities, 
through records in the central credit bureaus. If their 
new applications for credit with all sources such as retail 
stores, service organizations, finance companies, banks 
and lending organizations could all be identified with one 
central credit bureau in the community, millions of let- 
ters, telephone calls and other credit checking motions 
could be saved. More time could be devoted to marginal 
and questionable cases. The results would be reflected 
in savings within the credit bureaus, which could be 
passed on to subscribers, thus reducing the cost of the 
over-all credit operation. 

A system of this type would also help all members ot 
the credit bureau in their collections, for it would drive 
home to customers the knowledge that there is a central 
credit control and the necessity for keeping their record 
good with the credit bureau. In addition, it would tend 
to discourage known deadbeats and other undesirable 
risks from applying for credit at all because of the 
knowledge that they will be rejected on the basis of the 
bureau’s file information. 


Report and Bureau Study Committee 
Questionnaire on Procedure 

A questionnaire prepared by the Report and Bureau 
Study Committee has been mailed to 1,000 key members 
of the National Retail Credit Association. It is de- 
signed to obtain information concerning the present 
methods used in taking applications and making investi- 
gations, of digesting, coding and filing information, time 
consumed by all procedures, expense involved, and fre- 
quency of revision of records. It also asks members 
whether they have experimented with or adopted any 
unusual methods of coding credit information or reducing 
it to symbols or points, do they favor rating risks for 
quick reference, such as the wholesale agencies do and 
whether they prefer having all unnecessary words 
eliminated from their written reports. It requests them 
to evaluate the importance of certain factors such as 
verification of residence address, employment, ownership 
of property and bank information, in checking credit 
risks. The findings of the Committee and its recom- 
mendations should prove interesting and will act as a 
springboard for further action. 

Our credit granting system can be streamlined. How 
well the job is done will depend on the efforts that are 
put forth by you and me and the rest of the credit 
fraternity, by pooling ideas and experiences, and working 
toward the common objective. Leliatal 
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~| Summary 


Most Important Credit Problem 
credit for 1948 


good FOR MANY YEARS this Association has asked a 





tim . ; 
“, cross section of our membership to tell us what they 
inner ; , 
: file thought was the most important credit problem for the 
little coming year. The answers received on the question, 

“What Is the Most Important Credit Problem for 

1948?” were published on pages 16-18 of the January, 
nthe February, and March, Crepir Wor.p. In years gone 
cal by we have not made any attempt to summarize these 
well replies, as there were about as many different problems 
Be mentioned as there were replies. 
ie At the request of several of our members, and due to 

e . cc . > ~ 

ee the fact that the replies can be classified into only seven WN —— meat 
banks cae : =e | a 
h categories for 1948, we have made an attempt to sum- ; 
f ro marize them. This summary is published below. After your spss nevcmne og the 
hz It is interesting to note that, of the 46 replies Pacific Northwest . . . Vancouver, Victoria, 
»tions Ps ; c > Seattle, Tacoma, Portland, Spokane. 
nal received from management, 15, or 32.7 per cent, felt Eni 1 ‘1 i ; tain 
oi . ; 000 i ountai 
iliee that the control of retail credit by the Federal Govern- so — -¢ = 
lected ; "the grandeur on the Northern Pacific. 

ment will solve most of the credit-problems for 1948. In . 
ld be . ; For home-bound reservations, 
th other words, they believe that Regulation W was of em ede 

. material assistance to retail credit during war time, and P 

now wish to have it continued for the coming year, at E. E. NELSON 

rs of least. Credit executives, however, were not so inclined. 307 NORTHERN PACIFIC RAILWAY 


drive Only 5, or 12.8 per cent, of the 39 replies received, St. Paul 1, Minnesota 






































ntral believe that the control of retail credit by the Federal ’ 
ecord Government will solve most of the’credit problems for a sTone Maun Steel of the Moihwesi” 
_tend 1948, while 10.3 per cent believed that there was no 
irable need for further control of consumer credit of any kind vidual analysis, and the selection of credit risks, while 
the at this time. 7.7 per cent believe that the established collection policies 
f the The majority of the credit executives felt that the should be tightened. From this we would assume that 
establishment of a sound credit policy to fit present day they were well satisfied with their present credit policies. 
ittee requirements was the most important credit problem for However, collections will become important in view of 
dure the coming year. The determination of credit limits to the average customer’s resumption of partial payments 
sonia offer at this time, which must be taken into consideration in the settlement of open accounts. 
heal when a sound credit policy is established to fit present It is interesting to note that during these days of 
ee day requirements, was given as the most important credit rising costs, only one credit executive felt that the 
nee problem by 21.7 per cent of the replies received from most important credit problem for 1948 was the keeping 
eile management, and 20.5 per cent of the replies received of costs of credit department operations within reason. 
oad from credit executives. 10.3 per cent of the credit execu- It is quite possible that this factor will be the number 
\ kn tives said that more attention should be given to indi- one credit problem for 1949. wie 
nbers 
| any Credit 
ucing Management Executives 
s for Per Per Per 
~- Most Important Credit Problems Total Cent Total Cent Total Cent 
neal Determining credit terms to offer at this time. 10 21.7 8 20.5 18 21.2 
them Control of retail credit by Federal Government 
ee will solve most of the problems__-----_- 15 32.7 5 12.8 20 23.5 
rship Need no further control of consumer credit of 
edt any kind fara DELLS 11 23.9 4 10.3 15 17.6 
com- Establishment of a sound credit policy to fit 
oi present-day requirements --_--_-_- ute 4 8.7 14 35.9 18 21.2 
Give more attention to individual analysis and 
How selection of risks _______- pon 4 8.7 4 10.3 8 9.4 
° ol Tightening of established collection policies____ 2 43 3 7.7 5 5.9 
redit Keeping the costs of credit department operations 
rking within reason _________- a < - - eee -  § 
aia Total... 46 = 100.0 39 100.0 85 100.0 
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Too Busy—Not Your 


President Hugh Reagan 


Harvey King, Tennessee Adjustment Service, Nashville, Tennessee, Membership Chairman, N.R.C.A. 


IF YOU COULD SEE your President in action you 
would realize why the N.R.C.A. is moving forward by 
leaps and bounds. President Hugh Reagan has given so 
much time and energy to our association simply because 
he is thoroughly sold on it. Since June 1 he has traveled 
over 10,000 miles, visiting over 30 credit associations 
from coast to coast, and helping organize new units. 

I have seen him get out of bed with the flu, drive 
500 miles to fill a speaking engagement, and when I 
asked him why, he grinned in the usual Reagan fashion, 
and said, “Well, I told them I would be there and they 
are expecting me.” 

The responsibility of the President’s administration 
rests on him, his board of directors, and membership 
committees. In reality, the N.R.C.A. belongs to the 
individual member as much as it belongs to President 
Hugh. The more responsibility the individual member 
assumes, the stronger it will grow. 

As General Membership Chairman, I am calling on 
you to get in the game and help carry the ball over for 
a touchdown. Since June 1, all districts, except District 
One, are represented in the organization of 25 new credit 
associations. 1,861 more credit executives belong to 
the N.R.C.A. since June 1 than in the history of our 
Association. (See inside back cover, this issue.) 

Many of you are members of the 25,000 Club. We 
have talked about 25,000 members for the past ten years, 


but, as yet, it is not an actuality. I am, therefore, 
appealing to you to help the Membership Committee, 
Board of Directors and President Reagan invite credit 
executives to join our ranks and to establish credit units 
in communities where none now exist. The new mem- 
bers you secure will always be grateful to you for in- 
viting them to join, and you can make many life-time 
friends by your activities in your own credit association. 
Shine up your 25,000 Club pin; if you do not have one, 
secure at least three new members and receive one from 
the National Office. 

In appreciation of our President’s time and effort in 
your behalf, give a little of your time and effort in 
building the membership the N.R.C.A. should have. 
You will get a lot of fun out of it, and really be the 
benefactor, as it will increase your possibilities in receiv- 
ing more benefit from your association. 

Set aside ten days before May 25; get a committee of 
five to ten of your local members together with your 
bureau manager and increase your present local associa- 
tion membership from 10 to 20 per cent. If you do not 
have a local credit unit in your town, it could be or- 
ganized easily in a short time. Pick up your telephone 
now and get the ball rolling for your town and com- 
munity for President Reagan and the N.R.C.A. Don’t 
be too busy to participate in this membership campaign, 
one of the greatest of our history. wok 











The Road to 
Profitable Credit 









qT, 
THE EMBLEM OF 22 =) SOUND CREDIT 





The suggestions contained in this 
booklet appear monthly in The CREDIT 
WORLD, official publication of the 
National Retail Credit Association, 
Executive Offices, St. Louis, Missouri. 


They are published for the enlight- 
enment of its members, because suc- 
cessful credit granters appreciate the 
importance of credit education and the 
advantages of uniform credit practices. 
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An Educational Booklet 


EDUCATE your credit personnel to the im- 
portance of: 

1. The Interview, 

2. Taking an intelligent application, and 

3. Obtaining a Credit Bureau Report, as out- 
lined in this booklet, THE ROAD TO PROFIT- 
ABLE CREDIT which contains CREDIT 
MUSTS, CREDIT DON’TS and CREDIT 
BUREAU MUSTS. (See page 14 of this issue 
of The CREDIT WORLD for Credit Don’ts.) 

THIS EIGHT-PAGE educational booklet, 
size three inches by six inches, includes valu- 
able suggestions which, if followed; will build 
sales, maintain satisfactory collection percent- 
ages, and keep credit losses to a minimum. It 
should be distributed to all Bureau subscribers 
several times a year, Order a supply today. 


Prices 
100—$1.75, 500—$7.50, 1,000—$13.50 


x kk 


Nationat Reta Creoit Association 
SHELL BUILDING ST. LOUIS 3, MO. 
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District Ten Activities 


Herb Barnes, Vancouver Motors Ltd., Vancou- 
ver, B.C., President, District Ten, N.R.C.A. 


AT THE ANNUAL meeting of the Credit Granters’ 
Association of Regina, Sask., Canada, held recently, a 
resolution was adopted whereby all members of the 
Association would immediately become affiliated with 
the National Retail Credit Association. The Association 
is also affiliated 100 per cent with the Credit Granters’ 
Association of Canada. 

Credit for forging this final link of National units 
in the transcontinental Canadian picture goes to Norman 
L. Neff and A. C. Williams, Robert Simpson (Western), 
Ltd., P. C. Fergusson, Trans-Canada Credit Corpora- 
tion, Ltd., and Herman F. Eberts, Credit Bureau of 
Regina. These men had been working earnestly for 
some time toward this goal, and are to be congratulated 
on attaining their final objective. In the years to come, 
the citizens and business men of Regina will have cause 
to look back to these men with gratitude for the im- 
portant part they played in assisting in the stabilization 
of credit buying, standardizing credit procedures, and 
fighting unethical credit practices in their city. 

Prior to this year the province of Saskatchewan was 
the only province from Quebec on the Atlantic Coast to 
British Columbia on the Pacific Coast which did not 
have a unit in the National Retail Credit Association. 
The credit men and women of Regina are to be con- 
gratulated on their recognition of the trend of retail 
credit and for their foresight in taking this important 
step to keep abreast of ever changing conditions. 

Officers and directors of the Regina Association are: 


President, William H. Martin, Child & Gower Piano 


Co. Ltd.; Vice-President, C. A. Markle, General Motors - 


Acceptance Corp. Ltd.; and Secretary-Treasurer, Her- 
man F. Eberts, Credit Bureau of Regina. Directors: 
Arthur C. Williams, Curtis Elliott, Dave Levene, John 
Kyle, and A. J. Smith. P. C. Fergusson was elected 
Director for the Province of Saskatchewan to the Credit 
Granters’ Association of Canada. 
Mount Vernon, Washington 
At the second annual meeting of the Retail Credit 
Association of Mount Vernon, Washington, the follow- 
ing officers and directors were elected: President, Howard 
E. Wilder, Columbia Valley Lumber Co. ; Vice-President, 
James H. Hiester, Warner’s Department Store; and 
Secretary-Treasurer, A. G. Wilson, Skagit County 
Credit Bureau. Directors: Theo B. Brusegaard, Mt. 
Vernon Fuel Co.; Charles A. Howson, Howson’s Home 
Furnishers; Jack C. Finney, Sears Roebuck & Co.; Mrs. 
Mildred Barnett, Jack Cox Motor Co.; and Walter 
Blade, Blade Chevrolet Co. 
Coquille, Oregon 
The new officers and directors of the Retail Credit 
Association of Coquille, Oregon, are: [’resident, Evan 
Alborn; Vice-President, Dave Rackleff, Rackleff Phar- 
macy; and Secretary-Treasurer, P. McDonald, Coquille 
Credit Bureau. Directors: Louis Wiltshire, First 
National Bank of Portland: Fred Lorenz, Lorenz De- 
partment Store; Harry Johnson, Western Auto Supply; 
E. E. Fitzwalter, Fitzwalter Agency; Donald Farr, Farr 
& Elwood; Elton Schroeder; and F. E. McCracken, 
Attorney. kik 
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TRY THIS! 






























DIVIDE your city’s population by 34% (average 
family) and compare this figure with the number of 
charge customers that you now have within your 
trading area. 


tins 


IF THE ANSWER show 8, even after deducting the 


lowest 20%, that there are thousands of families 
who do not have accounts, 





YOU NEED 


RMAS 


*The Research Method of Account Solicitation is a 
dignified personal approach to housewives, designed 
to increase store volume by: 


1. Opening profitable new charge 
accounts. 





2. Increasing the use of present 
accounts. 


3. Reactivating dormant accounts. 


It is the only method that secures the kind of ac - 
counts you want, where and when you want them, 
at a predetermined cost. We shall be glad to furnish 
for reference the names of many satisfied stores who 
are selling more merchandise because they use 


RMAS. 


HE LARGEST ACCOUNT SOLICITATION AGENCY IN AMERICA 


A. J. WOOD & COMPANY 


MARKET + OPINION + ATTITUDE /Y, 


(80a 1A 
North American Building 
Philadelphia 7, Pa. 











ROBERT PRESTON SHEALEY 


ROBERT PRESTON SHEALEY, 74, Washington 
counsel for this Association since 1927, died at his home 
in Chevy Chase, Md., March 24, 1948, after a long 

illness. Mr. Shealey, a native 





of Towson, Md., came to 
Washington as a young man, 
and received his law degree 
from George Washington Uni- 
versity. For many years he 
practiced law in Washington, 
and was also admitted to the 
Maryland bar and to practice 
before the Supreme Court. 
During World War I, Mr. 
Shealey was a member of the 
Selective Service Board. 

His book, The Law of Government Contracts, which 
he wrote in 1919, has remained the recognized authority 
on the subject. He revised it constantly through the 
years, and was still working on it at the time of his 
death. He assisted in having the Retail Credit Survey 
inaugurated in 1929 by the Department of Commerce, 
and was also instrumental in having a law passed provid- 
ing for the return address as well as the signature on 
registered mail matter. He aided in the passage of such 
important legislation as Chapter 13 of the present Bank- 
ruptcy Act. He took an active interest in national 
politics and was a registered lobbyist in Washington. 
Mr. Shealey was a Democrat and a member of the Cos- 
mos Club. At one time he was the Washington rep- 
resentative of the National Association of Credit Men. 

Mr. Shealey made many appearances for our Associa- 
tion before Congressional committees. In recent months, 
he had been submitting his views to the House and 
Senate Post Office Committees on Government proposals 











for higher postal rates. 

Surviving are his widow, Mrs. Eleanor Delano 
Shealey, and a sister, Miss Adelaide Shealey of Los 
Angeles to whom we extend our deepest sympathy. The 
National Retail Credit Association will miss his counsel 
and advice and our annual meetings will never seem the 
same without him. All of our members who knew him 
personally have lost a real friend. 


John Russell Adams 


John Russell Adams, for the past 26 years Cashier 
and Bookkeeper, Credit Bureau of St. Louis, died at his 
home February 20, 1948. ‘He was Past Master of the 
Ferguson Masonic Lodge, Past Patron, Order of 
Eastern Star, active in the Ferguson High School Parent- 
Teachers Association, American Legion and Boy Scouts 
of America. He will be remembered by many of our 
members who attended our annual conference in St. Louis 
last June. We extend our deepest sympathy to his widow 
and three children who survive him. 
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Coming District Meetings 

District Three (Florida, Georgia, North Carolina and 
South Carolina) and District Four (Alabama, Louisiana, 
Mississippi and Tennessee) will hold a joint annual meet- 
ing in Jacksonville, Fla., April 11, 12, 13 and 14, 1948. 

District Eight (Texas) will hold its annual meeting 
at the Rice Hotel, Houston, Texas, May 9, 10, and 11, 
1948. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting at Salt Lake 
City, Utah, April 25, 26 and 27, 1948. 

District Ten (Idaho, Montana, Oregon, Washington, 
Alaska, Alberta, Canada, British Columbia, Canada, and 
Saskatchewan, Canada) will hold its annual meeting in 
conjunction with the 34th Annual Business Conference, 
National Retail Credit Association, Banff Springs Hotel, 
Banff, Alberta, Canada, June 7, 8, 9 and 10, 1948. 

District Eleven (Arizona, California, Nevada and 
Hawaii) will hold its annual meeting at the Senator 
Hotel, Sacramento, Calif., April 19 annd 20, 1948. 





Milton J. Solon Receives 35 Year Pin 


Congratulations to Milton J. Solon who recently re- 
ceived his 35 year pin from Dayton’s. Mr. Solon, who 
is Credit Manager, The Dayton Company, Minneapolis, 
Minn., is active in many organizations. He is Presi- 
dent of the Minneapolis Credit Exchange, Vice-Presi- 
dent of the Charga-Plate Stores of Minneapolis, Past 
President of the Retail Credit Association of Minne- 
apolis and Past Vice-President and Director of the 


N.R.C.A. 


Charles D. Bain in New Position 

Charles D. Bain has been promoted to Credit Manager 
of Wieboldt Stores, Inc., Chicago, Ill. He succeeds 
John D. Kemper, who resigned to join the new Boston 
Store in Chicago. Mf. Bain joined Wieboldt’s in August 
1945, after several years with a finance company, and 
has been Credit Manager of Wieboldt’s 63rd Street 
store, 





—_—Position Wanted 


Business woman with 15 years’ experience in retail 
credit field, desires position in Florida, Texas or Pacific 
Coast area. Now employed in city of 100,000 as Credit 
Manager, Office Manager, and Controller, Box 481, 
The Crepir Wor vp. 


For Sale 


Remington Rand Kollectomatic ledger, trays and indi- 
vidual 4 caster trolleys. Each of the 30 trays hold 
500 accounts, total capacity, 15 thousand. Purchased 
in 1943, in excellent condition. A supply of celluloid 
signals, ledger and application cards included. Write or 
wire G. E. Swerdfager, Credit Mgr., Murphy-Gamble, 
Ltd., Ottawa, Ontario, Canada. 
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Walter J. Hendrick 


Walter J. Hendrick, Credit Manager, John H. Pray 
& Sons Company, Boston, Massachusetts, is receiving 
congratulations on the achievement of fifty years in their 
department. 

He started to work for the company on March 8, 1898 
as an outside collector, and has worked his way up. 
He authorized accounts long before the days when credit 
bureaus were set up to assist retail credit men. He 
tells that in the early days luncheons he attended with 
other credit men turned into discussions of various ac- 
counts in order that they might pass credits. Mr. Hend- 
rick is on the job every day actively conducting the affairs 
of his department. At the March meeting of the Retail 
Credit Association of Boston he was presented with a 
N.R.C.A. Quarter Century Club pin. 

He has the distinction of being known as the “Judge” 
since he studied law at Northeastern University and 
still holds membership in the Massachusetts Bar Asso- 
ciation. He is one of four living charter members of 
the original Boston Retail Credit Men’s Association, 
and was very active in the affairs of the old Credit 
Reporting Company of Boston, which is now known 
as the Credit Bureau of Greater Boston. 





Annual Meeting at Oakland 

The Associated Retail Credit Granters of Alameda 
County, Oakland, California, held its annual meeting 
January 20, 1948 at the Athens Athletic Club and 
elected their officers and directors. The record set by 
the officers and directors for the year 1947 is news and 
has a definite bearing on what Oakland is looking for- 
ward to in 1948, 

The Association had nine monthly dinner meetings in 
1947 with an average attendance of over one hundred 
persons per meeting. Entertainment and _ prominent 
speakers were outstanding presentations at these meetings. 

During October and November the Associated Retail 
Credit Granters of Alameda County presented a six week 
credit study course under the jurisdiction of the local 
Board of Education. A total of 226 registered for the 
course and the average attendance at the six meetings 
was between 165 and 170. Some students were from 
Vallejo and Martinez Associations as invitations had 
been extended to them through the credit bureau man- 
agers. The course was opened to all employees interested 
in advancing their knowledge of credit handling and 
procedures. Officers and directors for the ensuing year 
are: President, J. Welter, Milens Jewelry; Vice- 
President, E. Schey, Bank of Berkeley; and Secretary 
R. W. Callaway, Associated Retail Credit Granters of 
Alameda County. Directors: Mort Mitchell, Stone 
Pierce; C. Williams, Roos Brothers; W. Thornburgh, 
Jackson Furn.; Eula Branston, New Method Finance; 
Wm. Theile, H. C. Capwell Co.; Ray Edwards, Smith 
Clothing; and Virginia Kincaid, Merchants Collection 
Service. 
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Oops. ... somebody 
overlooked something 





It's easy to over- 
look things that 
ore even more 
important than 
bills. 


@ Your bill is a 
little past due... 
so this is just a 
reminder. bz 


COPYRIGHT 147 
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Here’s a NEW and BETTER Way 


SPEED COLLECTIONS 
eKEEP OLD FRIENDS 





4 It's a fact that you can get better 
Pe ° results on delinquent accounts. . . 
= e and retain good will for future 
> 4 business when you use Cartoon 
a ™ Collection letters. They are diplo- 
oa matically persuasive. The strong, 
bs = impersonal appeal of the messages 
Se ... subtly delivered with humor. . . 
= - will increase your collections. 
E 2 And... you never lost a friend by 
oF making him smile. 
p 
Two-way Remittance Envelopes 
- (col-velopes) Completely Printed 
= - ... completely printed with car- 
>S toon collection message, your 
' ae? name ahd address. Simply 
' ae seal, address and stamp... 
aan: San and Cartoon Collection letter 
Same 1 S58 is ready to bring returns. 
—— 











Six In Series 


The illustration you see at the top is Number One 
in the series. But wait until you see the other five! 
Drop us a note on your letterhead today for 
complete information on this, the most efficient 


collection medium in use today. 


P. O. Box 275, Old San Diego Station 
San Diego 10, California 


















Admission of Automobiles for Touring 

Automobiles may be brought into Canada under 
Traveller’s Vehicle Permit by non-residents for their 
personal transportation whether for pleasure or business 
purposes, for a period up to six months without the pay- 
ment of duty or deposit thereon. An automobile is 
admissible only when brought in for the use of the 
owner or a member of his immediate family. 

No Fees Required.—It is absolutely unnecessary for a 
tourist entering Canada to pay any fee for an automobile 
entry permit or its extension, as Canadian Customs 
Officers will, without charge, assist the tourist in making 
out all forms. 

United States Licences Valid—The tourist may drive 
his automobile under his State licence for a generous 
period in every province in Canada. ‘The period varies 
in the different provinces. 

General Directions—No difficulty or needless delay 
need be experienced by the motorist at the border if 
he observes the following :— 

1. Entering Canada: 

(a) Report to the Canadian Immigration Officer at 
point of entry into Canada. Foreign-born citizens 
and alien residents of the United States should 
be prepared to present credentials establishing 
their legal residence in the United States. 

(b) Report to the Canadian Customs at port of entry 
into Canada and obtain a permit for admission of 
automobile. Failure to report may result in 
seizure of the car. State licence cards should be 
presented. Do not fail to declare any articles 
or goods that may be subject to duty. 

2. Leaving Canada: 

(a) Report to the Canadian Customs at a boundary 
port of exit and present your automobile entry 
permit for cancellation. (The tourist will 
greatly assist in the preparation of travel statis- 
tics if he will be kind enough to state the approxi- 
mate total amount spent on his visit to Canada, if 
asked to do so. The supplying of this informa- 
tion is, however, entirely voluntary on the part 
of the tourist.) 

(b) Report to the United States Immigration Officer 

at the point of entry into the United States. 

(c) Report to the United States Customs at port of 
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entry into the United States and present State 
licence card. All articles or goods purchased or 
otherwise acquired in Canada must be declared, 
whether exempt from duty or not. 

(A point to be remembered by motorists from the 
United States, when purchasing gasoline or oil, is that 
the Imperial measure is used in Canada and this measure 
is one-fifth larger than the corresponding United States 
measure. Thus five gallons, Canadian measure, are 
equal to six gallons United States measure, and therefore 
fewer gallons are required to fill the gas tank.) 


Admission of Travellers’ Baggage 

Such wearing apparel, toilet articles, and personal 
effects as actually accompany and are in the use of the 
tourist and as are necessary and appropriate for the 
immediate purpose and convenience of the journey, may 
be admitted into Canada duty free. This does not apply, 
however, to merchandise or articles intended for other 
persons or for sale. Fifty cigars, two hundred cigarettes 
and two pounds of manufactured tobacco, in open pack- 
ages, may be brought in free of duty by a non-resident 
traveller. 


Extract From United States Tariff 
Regulations 

Residents of the United States returning from abroad 
may bring in free of duty articles up to, but not exceed- 
ing $100.00 in value, acquired abroad for personal or 
household use, or as souvenirs or curios, if not intended 
for sale or purchased on commission for other persons. 
Such articles may be admitted free notwithstanding 
they do not accompany returning residents providing 
they were actually purchased by them when abroad. 

All articles for which it is intended to claim exemp- 
tions must be declared at the time of entry whether 
accompanying or not. Each member of a family is 
entitled to the exemption of $100.00 for such articles 
purchased abroad. When a husband and wife and minor 
or dependent children are travelling together the articles 
included within such exemption may be grouped and 
allowances made without regard to which member they 
belong. A resident of the United States shall not take 
advantage of the exemption thus granted within a period 
of 30 days from the last exemption claimed. If a full 
$100.00 exemption is not claimed the balance cannot 
be allowed on any subsequent trip. 





























Clintuate 
Credit Customer “STAND-IDLE” Time 


Speedier OK’s, More Sales per Clerk with 
NEW KELLOGG Authorizing SYSTEM 


Your credit customer who watches the seconds tick 
into long minutes as she waits for credit authorization 
becomes a dissatisfied customer. Your sales person 
waits just as impatiently for credit O.K’s. This “Stand- 
Idle” time for both customer and clerk is eliminated 
— with Kellogg Credit Authorizing Systems which cut 
pe credit checking time from minutes to seconds. 








red, . The Kellogg system is fast in operation, simple, accu- 
rate .. . and most important, it creates satisfied 
the customers. Kellogg Credit Authorizing equipment con- 
that sists of the finest commercial type telephone instru- 
an ments and automatic switching equipment. Here’s how 


it operates: 
tates P 


are 
f Clerk dials mumber of credit authorizer handling 
TO es ‘ 
amen account, places sales slip in perforator unit attached 


to the telephone. 


onal Credit authorizer checks customer's 


the ‘ a I 1 record . . . authorizes credit by simply 
the ‘ he} ~~ = = pressing a button to perforate sales slip. 
. ~. ; (If charge is not in order, call may be 
may : ’ th, = 
, : : automatically transferred to the refer file.) 
pply, et 


ther i “a : | . 
wr ay Entire transaction takes only seconds .. . and a 
ettes , : - : 


pleased customer is on her way. 
yack- 


ident 
The Kellogg System cuts credit costs because fewer credit employees 
are needed than with conventional systems. Delivery costs are also 


cut because ‘charge and take’’ sales are encouraged. 
PERFORATOR UNIT gives tamper- 


proof record of credit authorization. A Kellogg Credit Authorizing System can be quickly installed in your 
road Units and telephones at counters h 400 li It ji ~~ , f 
oa throughout the store are linked to store from 10 to more than ines. It is made for a generation o 
credit department through an auto- trouble-free operation by a company with 51 years’ experience in 
il or aus euieasss. designing and manufacturing this type of telephone and switchboard 
nded equipment for the telephone field. 

‘sons. 


\ding SEE IT IN *¥ ction / 

in 
’ & See the Kellogg System in Action at 
° Credit Management Division Convention , 
emp- St. Paul, Minn., April 21-23 TO INCREASE YOUR SALES, use the Kellogg Credit 


ether Hotel St. Paul Authorizing System as the basis for an effective 


. Controller's Congress Convention campaign of your own to obtain more dollar- 
ly is Chicago, Ill., May 25-29 


ticles ‘= Edgewater Beach Hotel 
ninor WRITE TODAY for this new illustrated booklet 
ticles explaining how the new Kellogg Credit Author- 

oat izing System can mean greater profits for 
your store. 
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KELLOGG SWITCHBOARD AND SUPPLY COMPANY 


6650 S. CICERO AVENUE, CHICAGO 38, ILLINOIS 
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REDIT PROMOTION by mail can be very 

profitable—or very expensive—depending on how 
it is handled. The first fundamental of efficiency is a 
good mailing list. Even if your letters are “world 

, s+ . ” 

beaters,” they cannot breathe life into “dead’’ prospects. 
And the term “dead” prospects includes not only the 
deceased, but persons who have moved to other com- 
munities and are no longer within the buying radius of 
yeur firm. 

In times like these, thousands of letters are being 
wasted each week because obsolete names and addresses 
appear on the mailing list. This is expensive. Its 
futility is illustrated in a recent experience of a photo- 
graph studio in Denver. The studio sent the following 
mailing piece to a long list of names: 

Congratulations on Your Blessed Event! 

We extend our warm good wishes to the new member of 
your household. 

You'll find that this little bundle from Heaven will be con- 
stantly changing before your very eyes, and the day will soon 
come when you'll want to have photographs taken of your 
little one in each of these precious stages. 

We offer you our service in this capacity. To prove our 
interest we'll give you one 5 by 7 Silvertone portrait absolutely 
free as our gift to you and your baby. You may obtain this 
gift by merely presenting the attached coupon. 

Sincerely yours, 

One of the replies to this promotional piece will be 
long remembered at the studio. It read: 
Gentlemen: 

Thank you very much for your letter congratulating my 
father on the arrival of the newest member of his household. 

Just how the old gentleman managed this recent blessed 
event, however, I am at a loss to understand—since he died 
last year at the age of seventy-seven. But then, he always 
was resourceful. 

Now that I think it over, your letter was probably con- 
gratulating him on the arrival of ME, since | have always 
been considered his last and most recent “little bundle from 
Heaven.” But you’re just a bit late, since 1 am now 27 years 
old and weigh 184 pounds. Quite a bundle, huh? 

But thanks just the same for offering to take my picture 
in each of my “precious stages.” If I feel any of these coming 
on, I’il get in touch with you at once. 

The second essential of good credit promotion letters 
is personalization. Each letter should greet its reader 
by name. Each letter should appear to be individually 
typed. Each letter should sound as if it had been written 
to one person, not a thousand. 

The “mailing-list tone” is a common weakness of 
credit promotion letters. Here is a typical example. 
It is the opening paragraph of a letter soliciting charge 
accounts: 

Dear Mrs. Allen: 

This is a letter of invitation. We are sending it only to 
persons we should like to serve through monthly charge ac- 
counts. Your name is included on our list. 

Instead of calling the reader a name on a list, why 
not focus the message entirely on her, like this: 
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W. H. BUTTERFIELD 


Dear Mrs. Allen: 

This is a letter of invitation. We feel sure you'll enjoy a 
charge account here, and we’d like to extend this service to 
you. 


Here is another example of the “mailing-list tone”— 
this time from an inactive-account letter: 


Your name is included among our customers who have not 
used their charge accounts for many months. 


Surely there could be no more damaging place for a 
“group” tone than in a letter to inactive accounts. It 
tells the reader that he’s only one of a whole group who 
have stopped using. their accounts, and indicates that 
many other customers have also drifted away. 

By all means, then, write to ome person and not to a 
whole mailing list. Every reader likes to feel that your 
letter was intended for him. 

The third essential of good credit promotion by mail 
is motivating action. Too many letters merely invite the 
use of credit—but do nothing to sell the idea and 
stimulate action. Simply offering credit isn’t enough— 
you must show the reader the advantage of using it. 

There are lots of ways to emphasize the value of a 
charge account—and Illustration No. 1 on the next page 
makes the most of them. The promotion letter to new- 
comers shown in Illustration No. 2 also stresses what 
the reader will gain by opening an account. 

In all types of credit promotion letters, the so-called 
“you attitude’—the other fellow’s point of view—is 
extremely important. The only way to “sell” credit is 
to convince the reader of its value to him. 

The fourth requirement of profitable credit promotion 
by mail is a psychological approach that wins confidence. 
Many credit promotion letters—especially those to inac- 
tive accounts—actually do more to shake confidence than 
to build it. They let negative words and ideas creep into 
the message. They talk about failure, dissatisfaction, 
faults, offense, complaints, discourtesy, and displeasure. 
Do words like these restore confidencé and bring back 
customers ? 

It is entirely possible to invite the reader’s frank com- 
ments without resorting to negative words and implica- 
tions. J//lustration No. 3 on the next page handles this 
problem smoothly and constructively. 

Some inactive-account letters omit any reference to 
possible shortcomings on the part of the firm, and place 
all their emphasis on merchandise and service. This 
technique is expertly applied in I//ustration No. 4 (writ- 
ten by Frank Batty, General Credit Manager, Hale 
Bros., San Francisco, Calif.). 

Let’s remember that credit, like any other useful 
service or commodity, can be made more attractive 
through a good selling job. If you really want your 
reader to use your credit facilities, give him some incen- 
tive to do so. Laliatal 
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Dear Urs. Rogers: 
"Charge it, please." That's what we'd like 


to hear you say th i . ? 
of Firm). ay She next time you shop at (Name 


There are lots of conveniences in a charge 
eee It speeds up service, eliminates 
t b er of tax tokens, and brings you an item 
ized statement of each month's purchases 


A (Name of Firm) account also provides 
plete Personal Shopper service, od wings ae 
store as close to you as your telephone. You'l2 
be notified in advance of sales and all other 4 
special events. i 


Will you take just a momen 
closed card and return it to us 
envelope? This is all we 
count for immediate use. 


t to sign the en- 
in the prepaid 
need to open your ac- 


Cordially yours, 
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Dear Mrs. Peterson: 


A satisfactory charge account like yours is never 
closed. 


At times it becomes inactive as yours is just now; 
but the account is always there, ready for your use 
without the formality of reopening. 


Our varied and attractive stocks of sumer merchan- 
dise prove that the "postwar era" so long awaited 
by consumers is finally in full swing. The problem 
of shortages and impaired service to customers has 
all but disappeared. 


Soon our new streamlined escalators will be ready, 
with many other added attractions for your conveni- 
ence. We cordially invite you to renew the use of 
your charge account, with our promise that every- 
thing possible will be done to make your shopping 
here enjoyable. 


Your Charga-Plate is the token -- bring it with you 
for speedier shopping at all Hale Bros. Stores. 


It will be a real pleasure to see your account ac- 
tive again. 


Sincerely yours, 


® 


Dear Mrs. Jackson: 


Welcome to (Name of Cit; ! wm 
I ! We si 

believe you'll enjoy living inl ened 

As you become better acquainted in yor 
neighborhood, you'll find that many of éctoal 
new friends are (Name of Firm) customers. It 
will be a pleasure to serve you, too .... and 
we cordially invite you to visit us soon. 


Here you'll find those top= 
quality brand 
-_ earned your confidence long ago. ‘iene 4 
like <---....8, —...<. 2 
9 <, —m-—_s, and many 
others are your guarantees of eutisfection. 


Our complete selections for fall ..... 
our courteous, efficient store personnel 
and air-conditioned comfort in the midst of 
Samer heat +++» provide assurance that your 
visits will be pleasant and interesting. 


To make your shopping easy and enjoyab 
we shall gladly arrange a charge ee” 
you. Just fill in and sign the enclosed forn 
return it to us in the reply envelope, and : 
your account will be ready within two days. 


Cordially, 
* 


Appropriate brands of merchandise should be 
mentioned where these blanks appear. 
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Dear Mrs. Harper: 


We'd rather serve an old 
customer than two new ones. 


That short sentence sums up the whole business 
philosophy of (Firm Name). So we're genuinely 
concerned because you haven't used your account 
here in many months. 


If ay detail of our service ... or any article 
purchased here ... has fallen short of your ex- 
pectations, won't you please let us know? We'll 
appreciate an opportunity to correct it, and we 
won't be satisfied until you are. 


Please accept this cordial invitation to pay us 
a visit soon. Attractive new stocks of spring 
and summer merchandise are here for your inspec- 
tion, and you'll find exceptional values in each 
department. 


Sincerely yours, 
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ALTHOUGH BUSINESS activity has fallen off slightly 
in some regions, the volume of business during the first 
two months has been maintained at a level somewhat 
higher than it was a. year ago. The current rate is still 
very close to the highest ever reached, and after allowance 
is made for the usual seasonal changes, it is about the 
same as has prevailed for several months. Some signs 
of hesitation have appeared in several lines of industry 
most directly affected by movements of prices but the 
general rate of activity has not yet been seriously affected. 
Even if readjustments are made during the next few months, 
business would remain far above all previous periods of 
general prosperity. 


THE TOTAL VOLUME of business, which includes both 
industrial production and commercial transactions, is about 
8 per cent higher than it was a year ago. Preliminary 
reports covering most recent weeks indicate that some 
decline may be taking place, mostly in connection with 
price changes rather than in the physical quantities of 
goods being produced and sold. Production is coming 
more nearly into balance with demand than has been the 
case at any previous time in the postwar period. If this 
balance can be achieved without extensive declines in 
output and in employment, business may be stablized on 
a more nearly permanent basis this year. 


THE VARIATIONS in conditions among different parts 
of the country are about the same as they have been for 
several months. The LaSalle Map shows equally good 
conditions among the industrial and the agricultural re- 




















Change 
froma 
year ago... 


SSUp Il to 15% 
HZUp 6 to 10% 
LiUp 0 to 5% 
National Average Up 





@ Business Above Last Year and Near Postwar Peak © 














LA SALLE EXTENSION UNIVERSITY 


gions. Most striking have been the increases in the major 
farming areas where larger marketings have so far off- 
set the decline in farm prices and kept farm income near 
the peak. Another area of good business is Texas and part 
of the oil producing region just north of that state. 


TWO MAJOR AREAS in which business is lagging are 
the South and the New England states. Trends in the 
textile industry and in a number of non-durable consumer 
goods lines have been important factors in this falling off. 
Declining prices of cotton are also becoming increasingly 
significant in the South, even though farm income in that 
section of the country is far higher than in any except 
the very best years. 


CONDITIONS ARE GOOD in the Pacific Coast region, 
with the northern half slightly better than the southern 
half. Conditions are especially good in Oregon and parts 
of Washington. They are falling behind the national 
average in the southern half but even in these areas busi- 
ness is better than it was last year. 


IN CANADA, both the volume of business and industrial 
production have been gradually rising and are substantially 
higher than they were a year ago. Business is somewhat 
better in the agricultural regions but in the industrial area 
north of the Great Lakes trends are also favorable. Un- 
certainties as to price trends and the financial difficulties in 
connection with foreign trade have had little definite ad- 
verse effect on production and trade. Activity remains close 
to the highest peacetime level—BUSINESS BULLETIN, 
LaSalle Extension University, Chicago, Ill. 
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District Five at Louisville 

District Five held their meeting in Louisville this 
year and elected officers and directors as follows: 
National Director, Roy Gale, H. & S. Pogue Co., Cin- 
cinnati, Ohio; Alternate National Director, Clyde 
Kortz, The Higbee Co., Cleveland, Ohio; President, 
Floyd J. Redding, Kay’s Jewelers, Lima, Ohio; Vice- 
President, Ernest F. Overstreet, Ewing-Von Allman 
Dairy Co., Louisville, Ky.; and Secretary-Treasurer, 
Mrs. Carrie E. Thompson, Gilmore Brothers, Kalama- 
zoo, Mich. Directors: Harriet A. Baldinger, H. & S. 
Pogue Co., Cincinnati, Ohio; Thomas G. Black, The 
Rayl Co., Detroit, Michigan; Harold J. Crouch, Kauf- 
man-Straus Co., Louisville, Ky.; Clay T. Smith, Burk- 
hardt Brothers, Cincinnati, Ohio; S. L. Weisskerz, 
Weisskerz & Associates, Columbus, Ohio; Olaf O. 
Woodward, F. N. Arbaugh Co., Lansing, Michigan; and 
Keene Wolfe, Michigan National Bank, Battle Creek, 
Michigan. 

District Seven at Wichita 

\t the conference held in Wichita, Kansas, February 
9 and 10, the following officers and directors were 
elected for District Seven: National Director, R. C. 
Warren, Arkansas Power & Light Co., Pine Bluff, 


Arkansas; Alternate National Director, Ben E. Leyerle, ~ 


Oklahoma Gas & Electric Co., Oklahoma City, Okla- 
homa; President, Fred Chrisman, Rothschild’s, Kansas 
City, Mo.; Ist Vice-President, Joy R. Johnson, Johnson 
Tire Co., Little Rock, Arkansas; 2nd Vice-President, C. 
H. Froehle, First Bank Credit Corp., Tulsa, Oklahoma; 
and Secretary-Treasurer, Mrs. Frances R. Smith, Hunt’s, 
Fort Smith, Arkansas. Directors: Tony Eisenbach, 
Dockum Drug Co., Wichita, Kansas; Kenneth Oetzel, 
Boyd’s, St. Louis, Mo.; Scott Downey, Harbour Long- 
mire Co., Oklahoma City, Okla.; and L. Bromo Wilson, 
Watt’s Bros., Camden, Arkansas. 
District Thirteen at Louisville 

The following officers and directors were elected re- 
cently by District Thirteen, in Louisville, Kentucky: 
National Director, Oscar Spletter, Niss Furniture Store, 
Milwaukee, Wisc.; Alternate National Director, E. W. 
Iwick, Guernsey Dairy Co., Oshkosh, Wisc.; President, 
Al Sutherlin, Madison General Hospital, Madison, 
Wisc.; Vice-President, R. LeRoy Smith, Leath & Co., 
Anderson, Ind.; and  Secretary-Treasurer, Harriet 
Jewell, Robertson Bros. Dept. Store, South Bend, Ind. 
Directors: Alex Hunter, Rudolph Wurlitzer Co., 
Chicago, Illinois; Wm. A. Schenk, Ideal Pure Milk Co., 
Evansville, Ind.; Wm. Streeter, Nelson Bros. Furniture 
Co., Milwaukee, Wis.; Dorothy Bolte, Lyons Bros. 
Lumber Co., Joliet, Ill.; M. W. Allen, Drs. Patton, 
Evans, Lewis & Masters, Springfield, Illinois; Gladys 
Ambruster, Chas. V. Weise Co., Rockford, Ill.; and 
John Schneeberger, The Borden Co., Chicago, III. 





Atlanta, Georgia 
Officers and directors for this year were elected 
February 26 at the annual meeting of the Atlanta Retail 
Credit Association: President, Charles H. Dicken, 
Davison-Paxon Co.; First Vice-President, R: H. Strick- 
land, Carroll Furniture Co.; Second Vice-President, 
J. R. McCullough, Rich’s, Inc.; Membership Secretary, 
H. S. Darrington, Credit Bureau of Atlanta; and Sec- 
retary-Treasurer, L. S. Gilbert, Credit Bureau of 
Atlanta. Directors: L. T. Kendrick, Gulf Oil Cor- 
poration; L. C. Malone, W. T. Grant Co.; M. T. 
McClellan, McClellan-Jackson, Inc.; and Dr. Lloyd B. 
Raisty, A. G. Rhodes & Co. 
El Paso, Texas 
The Retail Credit Executives of El Paso, Texas, is the 
group formerly known as the El Paso Credit Managers 
Group. This reorganization was effected as of the year 
1948. A luncheon meeting is held by this group every 
Tuesday at the Hotel Cortez at which time various 
subjects of interest are taken up for general discussion. 
Officers and directors for 1948 are: President, 
Maurice T. Bobbitt, Consolidated Trust Co.; Vice- 
President, Jerry Harris, Creditors Service Bureau; and 
Secretary-Treasurer, Alice Youngberg, Youngberg Fi- 
nance Co. Directors: H. Brookings, Borden Milk Co. ; 
John Martin, Feders Jewelers ; C. Robison, El Paso Elec- 
tric Co.; and J. P. Wallace, Union Clothing. 
Knoxville, Tennessee 
The thirty-first annual meeting of the Retail Credit 
Association of Knoxville, Tennessee, was held at a 
dinner meeting February 16 and the following officers 
and directors were elected: President, S. J. Nicely, 
Miller’s; 1st Vice-President, T. E. Kirkham, W. W. 
Woodruff Hardware Co.; 2nd Vice-President, G. Earl 
Hindley, Coleman, Hindley and Johnson; 3rd Vice- 
President, Kenneth K. Altom, Moser Furniture Co. ; and 
Secretary-Treasurer-Manager, A. C. Bittle, Credit 
Bureau of Knoxville. Directors: Beecher T. Bartlett, 
Park National Bank; J. H. Brown; John I. Dale, S. H. 
George & Sons; J. Ed Huddleston, Hope Bros. Co.; 
L. M. Parry, Tenn. Mill & Mine Supply Co.; Joe G. 
Sullivan, Tenn. Valley Bank; and John M. Woolsey, 
Kimballs, Inc. 
Wichita, Kansas 
At the recent annual meeting of the Wichita Retail 
Credit Association, Wichita, Kansas, the following off- 
cers and directors were elected: President, Charles 
Rogers, Henry’s Clothing; Vice-President, Tony Buzzi, 
Allen W. Hinkel; and Secretary-Treasurer, Mrs. Bernice 
Sharples, Buck’s, Inc. Directors: F. Tony Eisenbach, 
Dockum Drug Co.; Melvin E. Clark, Geo. Innes Co.; 
Earl B. Moon, Packard Wichita Motor Co.; Dr. G. E. 
Tilton, Union National Bank Bldg.; Harry Threlkeld, 
Western Finance; and Royce Sehnert, Wichita Eagle. 
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INSTALMENT ACCOUNTS outstanding at department January, but continued well above a year ago. Collections 
stores declined six per cent in January, about the usual on charge accounts were up 27 per cent from the preceding 
seasonal decrease for this month, but were nearly three- month, and the ratio of collections to accounts outstanding 
fourths above the year-ago level. The total amount of on January 1 remained at 53 per cent. The average collec- 
collections on instalment accounts was slightly higher this tion period for charge accounts outstanding in January was 
month than in December and amounted to 24 per cent of 57 days. Both cash and credit sales registered the sharp 
instalment accounts outstanding at the beginning of declines usually expected in January. Cash sales, account- 
January. At the current-rate of repayment, accounts would ing for 54 per cent of the total, were in about the same 
be liquidated in about seven and one-half months, nearly volume as a year earlier. Charge-account sales expanded 
two months longer than was indicated in January 1947. 12 per cent over the year-period, while the gain in the 
Charge accounts receivable also declined seasonally in instalment segment was 27 per cent.—Federal Reserve Board. 
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CONSUMER CREDIT outstanding at the end of 
January is estimated at 13,043 million dollars, repre- 
senting a decline of 336 millions from the 1947 year- 
end peak. The principal factor in this drop was the 
customary seasonal contraction in charge-account in- 


debtedness. Charge accounts receivable decreased 
372 million dollars or more than 10 per cent. At the 
end of the month the balances in these accounts were 
approximately one-sixth larger than on the corre- 
sponding date of the preceding year. Total instal- 
ment credit increased by 22 million dollars. Instal- 
ment credit outstanding on automobile sales rose 
nearly 4 per cent further in January and continued 
to be more than double the amount outstanding a year 
ago. Other instalment sale credit declined as is usual 
in January but at the end of the month was about 
65 per cent larger than on January 31, 1947. Instal- 
ment loans outstanding amounted to 3,358 million 
dollars at the end of January, reflecting an increase 
of about one per cent during the month. This type 
of indebtedness was roughly 35 per cent greater 
than a year earlier. 


Ratio of Collections to Accounts Receivable’ 
‘  )" a ty eee ee 
INSTALMENT ACCOUNTS ACCOUNTS 
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MONTH | 2p ‘. —e se | _ 
| DEPART FURNI HOLD AP-| JEWELRY| DEPART- 
| MENT TURE MEN 
ee 3 TURE | PLIANCE| STORES MENT 
| STORES STORES STORES STORES 
1941 | 
December___ 20 11 12 23 46 
1942 
December-__-_ 31 18 15 30 65 
1943 rs 
December--_-.| 39 22 22 55 63 
1944 | 
December __-_.| 36 23 39 49 61 
1945 | 
December-_-_- 36 24 48 465 61 
1946 
December-__-_ 35 26 47 44 D4 
1947 
January-__--- | 29 23 47 26 52 
| ae | 28 23 | 46 24 54 
December-_--.| 29 20 39 31 53 
1948 | 
January-__--- | 24 | 18 | 37 19 53 








‘Ratio of collections during month to accounts receivable at 
beginning of month. 
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Ghanting Credit in Canada 


C. B. FLEMINGTON . . Canadian Correspondent 
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The “New Look’ in Credit Selling 


Roy E. Baylis, Kennedy and Baylis, Toronto, Ontario, Canada 


E HAVE HEARD it said that there is 

nothing new under the sun. The prob- 
lems confronting sellers of credit today are gen- 
erally the same as the problems which confronted 
the sellers of credit after the first World War, 
then again after the catastrophe of 1929.- Cer- 
tainly the problems have a different complexion. 
Credit was not as widely used before the first 
World War as it was later to be used prior to the 
great depression and to this day. Consumers were 
not as credit minded. Credit departments in retail 
establishments, personal loan companies, that are 
in large number today, did not exist then. 

The business of selling the use of credit has made 
unbelievable strides in the past quarter century. No 
person would care to venture a forecast of the probable 
volume of consumer financing which will be outstanding 
25 years hence, but we are reasonably certain that the 
use of their credit by the public as consumers will grow 
beyond anything known to date. 


What Credit Terms Include 

Credit terms include the terms upon which charge 
accounts, installment accounts and personal and collat- 
eral loans may be operated. Charge and installment 
terms were controlled as a war measure and successfully 
too. Personal and collateral loans are controlled by 
law to some extent and it is not likely that changes will 
be made in these controls. 

Since the wartime controls affecting charge and in- 
stallment accounts were withdrawn there has been much 
discussion about the advisability of renewed legislative 
control of credit business. By and large, management 
and credit executives apparently would prefer ‘to run 
their own show in this respect because it is felt that 
dictation from outside the trade is entirely unnecessary. 

The Crepir Wor tp in January and February, 1948, 
devoted a section of each issue to quoting replies received 
to a circular letter which asked the question, ““What is the 
most important credit problem for 1948?” In reading 
the answers from American and Canadian management 
and credit executives, it did not appear to be a question 
of accounting and related operation, not a question 
of what goods and services shall be sold on credit, but 
almost entirely a question of what terms shall be offered 
the public. 

This is illustrated in the reply of a man who has 
considerable authority in the field of credit: Wm. H. 
Baldwin, Vice-President, General Motors Acceptance 
Corporation, New York, N. Y., who said, “The most 
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important retail credit problem confronting the credit 
granter in 1948 will be resisting the temptation to offer 
credit terms and grant credit that will get the public in 
over their credit heads and beyond their ability to pay. 
Proper handling of this problem goes far beyond the 
individual transaction into the broad field of anti-infla- 
tion and a stable economy.” ‘This reply epitomizes the 
reaction of practically all who answered the question, 
with this qualification: that many who replied went 
further and pointed out that good sense and sound 
judgment should dictate the extent to which credit terms 
can be eased and the kind of people who can be allowed 
to use credit facilities. 

These latter replies are summed up by Barton 
Williams, General Manager, Harbor-Longmire, Okla- 
homa City, Okla., “Good judgment in the extension of 
credit cannot be legislated. I should like to protest the 
return of Regulation W. Sound appraisal of a cus- 
tomer’s ability to pay, plus factual knowledge of his 
credit history, should be sufficient to control consumer 
credit. There have been, and will be, those businesses 
which extend credit unwisely and which will suffer be- 
cause of their own stupidity.” 

Out of 33 replies received from management it was 
gratifying that only nine indicated a desire for govern- 
ment control of credit terms. Of 29 credit executives 
who replied only four want government control. One of 
those who answered pointed out that while it is realized 
there are many credit abuses, in the long run the stores 
with sane policies will prevail. To call in the aid of 
the federal government to help us run our business along 
the lines we should follow anyway, seems a sign of 
weakness in the credit system. 

The trade generally seems to be feeling its way into 
the relaxation of credit terms. They are quite sound in 
so doing because of shortages, the ample supply of money 
and until recently, the lack of need of generous terms to 
attract sales. But soon the retail trade is going to realize 
that the honeymoon is over and the order of the day is 
“back to work.” 


New Stunts to Attract Business 


January sales, special named days, discount sales and 
all the other stunts to attract trade which we have 
known in times of peace, and which are appearing in 
increasing numbers in advertising today, are evidence 
the pendulum is swinging away from a seller’s market 
and back to a buyer’s market. This trend will bring 
reductions in terms. No down payment sales and the 
closing off of charge accounts before the end -of the 
month on special occasions to induce people to buy. 
Then we shall be riding the same old merry-go-round. 
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I like to remember the days when I rode the merry-go- 
round. Before World War Two, the no down payment, 
24 months-to-pay days are fun to remember, too. Those 
retailers who advertised easy terms but used common 
sense in selecting their customers secured extra business 
and avoided the headaches of slow collections and bad 
accounts. Many merchants sold a lot of dresses or coats, 
radios, small furniture and even pianos by offering 
special terms. I can remember almost unbelievable 
numbers of items being sold in this way. Was the 
experience with such credit sales poor or unsatisfactory? 
It was when sound judgment was ignored in the selection 
of credit risks. But all in all no one was hurt by such 
practice. Collections were as good as average, accounts 
were paid out close to contract time and bad debt losses 
from skips and repossessions were not appreciably greater 
than on accounts sold on regular terms. Did the cus- 
tomers suffer? No, they were able to buy something 
they wanted or needed and on terms which they could 
afford. 

If a credit report is secured on each purchaser and a 
decision made based on a proper evaluation of what the 
report contains, it is possible to sell almost anything 
with no down payment and a reasonable time to pay, 
based upon the kind of goods involved. That is not 
heresy, it is just sound economics, because when you 
open an account you are in effect loaning the customer 
your money with which to pay you cash for your goods. 
When a finance company makes an unsecured loan they 
do not ask a down payment, they pay out dollars on the 
strength of the borrower’s reputation, his present earn- 
ing power and ability to pay if that earning power is 
maintained. In what respect is that different from sell- 
ing goods to the same customer on installment credit? 
The balance sheets from almost any finance company will 
prove that they are successful. Remember the law of 
average works against them the same as it does against 
a retailer. They have some bad debts. Their success 
lies in “investigate before you invest.”” They investigate 
thoroughly and so should anyone selling goods on a 
charge account or time payments. Do not conclude that 
they do not take chances, because they do. By good judg- 


ment they maintain a pretty even balance and find the 
business profitable in the long run. 

Do not slash terms, but I do emphasize that the time 
will come, and it may be sooner than we think, when 
business will find that easier terms will be needed as a 
sales producer. In 1937 as a speaker on the convention 
program at Spokane, Washington, of the National 
Retail Credit Association, I remarked that credit terms 
should be tightened in good times and eased in poor 
times. We are now enjoying good times. Retail sales in 
Canada are making new highs. Money is fairly plentiful 
so there is no need to offer easier terms at this time. But 
when the need arises do not be, afraid to drop terms 
gradually to keep pace with the swing over from good 
times. 

You will be faced sooner or later with the necessity 
of recommending to your management the selling of 
other goods on installment credit and the lowering of 
the minimum purchase amount. When that time comes, 
experiment with both questions. Budget coupon books 
permit customers to buy almost anything in retail stores 
on installment terms. Perhaps some of the items now 
purchasable by credit buyers only through the medium 
of the coupon book should and can with safety be ac- 
corded the dignity of being included in the regular time 
payment list. Some items sold now on special terms, 
more stringent than regular terms, can be sold on regular 
terms. As an experiment the minimum purchase amount 
can be lowered for special periods. Progress cam never 
be made if one is afraid to experiment. ‘Thomas Edison 
at one time had made 9,000 experiments which failed to 
produce what he was after. A friend asked him if he 
regretted the time and effort he had spent on those 
experiments. His reply was, “No, why should I? I 
now know 9,000 things that won’t work.” Not all 
experiments with credit will work. ‘There will be some 
failures, but on the average you should profit. 

You, as credit sales managers, should never forget that 
there is more to your job than managing the business 
that comes to you. You must also be promoters. The 
test of your value in the eyes of management probably is 
the amount of business that you can promote with your 
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ideas and suggestions. The function you are to perform 
is to increase the business of your employer by all the 
means at your command. Let the rest of the merchandis- 
ing organization push cash sales. You must be responsi- 
ble for developing credit sales. 

In doing so you must take chances. The credit sales 
manager who brags about a very low bad debt loss ratio 
is not worth keeping if that ratio has been achieved as 
the result of a high percentage of rejections. If by tak- 
ing reasonable chances and experimenting with terms, 
‘you can increase sales by $100,000, with a gross profit 
of even 40 per cent on the average, general operating 
expense for the store, would not increase in proportion, 
your business would be nearly $40,000 ahead. Suppose, 
in order to do that, your bad debt loss ratio was raised 
on that $100,000 of sales to double your average experi- 
ence, the net result would definitely be worth while. 

Increasing charge account sales is not a question of 
terms or the goods that will be charged. Charge sales 
can be increased by utmost courtesy in all dealings 
with charge customers by skillful and diplomatic pur- 
suit of collections and by making charge customers feel, 
wherever they are in your organization, that they are 
important to you and that you are grateful for their 
business. Charge accounts are important to every store, 
regardless of size. No one can estimate with accuracy 
how much the average charge account holder buys on 
impulse. The impulse buying, if it could be recorded, 
might, by reason of its effect on total store volume, rep- 
resent the difference between a poor year and a good one, 
profit wise. Charge sales for 1947 represented 40 per 
cent of store volume in the United States. You can 
judge for yourself the importance of the credit sales 
manager's job and the great responsibility resting upon 
every member of his staff for the maintenance of a high 
quality of service and pleasant relations with charge 
customers so that nothing may jeopardize any part of 
that most substantial portion of total sales. 


Study of Possible Credit Volume 
A study of possible credit sales volume in the years 
just ahead should be encouraging to every credit execu- 
tive. Consumer credit outstandings have not yet reached 
the prewar percentage of national income. Charge sales 
are up in percentage of total sales but installment sales 
are still lagging. Installment loans and single payment 
loans by finance companies are both substantially ahead. 
But there is every indication that all branches of credit 
outstandings are due for much greater increases in the 
future. In this connection, I suggest you read the en- 
lightening paper on the subject “Installment Credit and 
Business’”’ prepared by Dr. M. R. Neifeld, Vice-Presi- 
dent, Beneficial Management Corporation, Newark, 
N. J., and reprinted in the 1947 edition of the Credit 
Management Year Book, published by the National 
Retail Dry Goods Association. 


Try to form an estimate of future volume. Compare 
credit outstandings to national income by using United 
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States government reports which are more complete than 
any obtainable from the Canadian government. 


Consumer Disposable Income and Credit Outstandings 


Disposable Credit Approx, 
Year Income Outstanding Per Cent 
1929 $83.0 Billion $8.0 Billion 10.0 
1933 46.3 Billion 4.0 Billion 10.0 
1941 96.9 Billion 9.9 Billion 10.0 
1947* 150.0 Billion 13.0 Billion 8.6 
1950* 140.0 Billion 14.0 Billion 10.0 
1960* 161.0 Billion 16.0 Billion 10.0 


*Estimated. 

Using an estimated income based on 1944 prices, credit 
outstandings in 1950 should be about 7 per cent ahead 
of 1947 and 1960, 23 per cent ahead of 1947. Some- 
where near those percentages probably will be realized, 
provided no catastrophe occurs in the meantime. While 
the estimates made might be upset, there is sufficient in 
the figures to show us that credit sales of all kinds can 
be expected to continue to make noteworthy advances 
year to year. But no matter how high our estimate 
may be, I believe, because of the inevitable greater 
use of credit by consumers in all income brackets, that 
consumer credit sales and loans will increase in the next 
ten years beyond our greatest present expectations. “Then 
too, credit sales will be affected to a considerable extent 
by these two factors: 

1. In spite of all the advertising of credit terms, the 
saturation point in credit selling has not been reached. 
The public is becoming more credit minded and the 
per cent of retail business sold on credit terms can be 
expected to increase, and, 

2. Many more items will be available for credit sell- 
ing due to inventions, for example, deep freeze boxes, 
air conditioning units, changes in radio receiving sets, 
electrical appliances, machinery for farms and a host of 
other things will influence the volume of credit selling 
in the next few years considerably. 

No matter what percentage of your sales may have 
been made on charge account and installment terms in 
the past, I think you can look for a steady increase and 
I do not think you need to fear such an increase pro- 
vided common sense and sound judgment are exercised 
in the selection of your credit customers and the collection 
of your accounts. / 

When I advise you to experiment, I do not mean only 
with respect to terms but I mean also with what kinds 
of goods can be sold on credit. There is no reason why 
we should not, with safety, sell on time, things so widely 
different as pins and planes, handkerchiefs, house furnish- 
ings, etc. After all, what has been the net loss on re- 
possessed goods as percentage of total volume the past 
15 or 20 years? 

From the foregoing we can conclude that: 

1. When necessary, credit terms should be liberalized 
to stimulate sales. 

2. Common sense and sound judgment should be ex- 
ercised in selecting credit risks. 

3. Rise in bad debt losses is not alarming if your 
sales volume continues to rise. 

4. With cooperative management, credit managers 
should be able to control terms to the advantage of all. 
No government control of terms is necessary. 

A ten per cent rise in credit sales can be expected by 
1950 and not less than 25 per cent increase by 1960, 
using 1947 as a basis. Lafialel 
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THE PRESIDENT’S ECONOMIC REPORT brings 
together a wealth of economic facts and figures for 1947 
and previous years, on the economic state of the nation. 
In spite of many questions that may be raised about the 
report, it constitutes a considerable improvement over 
previous ones and merits wide reading by businessmen and 
others. The document is available from the Government 
Printing Office for 35 cents. 
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SMALL BUSINESSES HAVE a better chance of suc- 
ceeding than large ones, so indicate figures gathered by the 
Marschalk & Pratt advertising agency. In comparable 
periods, the rate of large concerns was .7 per cent; of 
small firms, .5 per cent. 

a ae 

CONSUMER INSTALMENT LOANS held by the 
principal cash-lending institutions were estimated at 2,677 
million dollars on January 31, 1948. The balances of each 
type of lender increased from one to two per cent during 
the month. The total amount outstanding was approxi- 
mately 33 per cent greater than a year earlier. The volume 
of loans made during January, 441 millions, was approxi- 
mately 21 per cent less than in the preceding month. 

kk 

ACTUAL INCOME IS HIGHER than it was a year 
ago, so the Investors Syndicate, Minneapolis, Minn., re- 
ports. The average family can buy four per cent more 
goods than it could a year earlier. 

x**rk 


LOANS AGAINST life insurance policies increased last 
year for the first time in 15 years, the Institute of Life 
Insurance reports. This rise in borrowing, plus the rise in 
consumer credit, suggests that many families are having 
difficulty in satisfying their demands with ready cash. 

& @& @ 

THE NUMBER OF BUSINESS FIRMS in the United 
States has reached the amazing total of 3,780,000. This is 
470,000 more than the pre-war high in September, 1941, 
according to Commerce Department’s survey of current 
business. 
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THE HUMAN POPULATION GROWTH has been 
faster than expected, the National Industrial Conference 
Board discloses. The present total of 144 million is as 
much as had been forecast for 1949. The N.I.B.C. sug- 
gests this increase may call for a revision to the extent of 
25 million higher. 
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INSTALMENT ACCOUNTS OUTSTANDING of 
furniture stores showed about the customary small decrease 
in January, but at the end of the month were substantially 
larger than a year earlier. Jewelry store accounts receiv- 
ble declined less than seasonally from the December high, 
while those of household appliance stores remained at the 
level of the preceding month. Compared with the corre- 
sponding date of 1947, instalment accounts on January 31 
showed a gain of 57 per cent for jewelry stores and 80 per 
cent for household appliance stores. 

xk 

FURNITURE AND HOUSEHOLD appliance store 
collection ratios were reduced two points in January to 
18 per cent and 37 per cent, respectively. The January 
collection ratio for jewelry stores, 19 per cent, was down 
considerably from a month earlier, as is usual at this time 
of the year. 

x*k 

A RECENT POLL by the National Federation of Small 
Business, Inc., in its publication, showed 53 per cent of 
those queried were against renewal of Regulation W, 45 
per cent for resumption of consumer credit controls and 
two per cent undecided. 















A WARNING TO CREDIT MANAGERS: Banks and 
other lenders are raising their credit standards. Many 
applicants for loans will seek accommodation from supply 
houses. There is therefore danger that a company’s re- 
ceivables will deteriorate through the acquisition of inferior 
accounts. 

x«e 

DEMANDS FOR TRADE-IN deals have increased 25 
to 100 per cent, it was revealed in a national survey con- 
ducted by the Associated Equipment Distributors. Other 
disclosures indicated a decided showdown in collections, 
a steady tightening of bank credit, and considerable im- 
provement of factory deliveries of new equipment. 

xk 

SINGLE SHUTDOWN OF PLANTS for summer 
vacations, which increased enormously last year, may in- 
crease even more this year. A survey by the Employers’ 
Association of Chicago showed that 41.6 per cent favor 
all-at-once shutdowns. 

* 2 

FURNITURE STORE SALES declined more than is 
customary in January, but were nine per cent above the 
year-ago level. Instalment sales, which amounted to about 
three-fifths of total sales, were down somewhat more than 
is ordinarily expected from December to January, while 
cash and charge-account sales were substantially greater 
than in the corresponding month of 1947, but cash sales 
continued below the volume of last year. Inventories 
showed little change from those held at the 1947 year-end, 
and were eight per cent larger than on the same date of 
the preceding year. On January 31 they amounted to 
nearly five months’ supply at the current rate of sale. 


Books 


ON BUSINESS LETTER WRITING 
by W. W. Butterfield 


CREDIT LETTERS THAT WIN FRIENDS (Univ. of 
Oklahoma Press, Norman, 1944, 98 pp., 


price $1.75) 

SUCCESSFUL COLLECTION LETTERS (McGraw-Hill, 
New York, 2nd printing 1946, 250 pp., 
price $2.75) 

TWELVE WAYS TO WRITE BETTER LETTERS 
(Univ. of Oklahoma Press, Norman, new 
edition 1945, 186 pp., price $2.25) 


BANK LETTERS: HOW TO USE THEM IN PUBLIC 
RELATIONS (The Dahls, Stamford, Conn., 80 
pp., price $2.00) 


Order from 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis 3, Missouri 
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Credit Terms 
And a Sound Credit Policy 


F THE 85 REPLIES to the question ‘‘What Is the Most In- 
portant Credit Problem for 1948?’’ published in the January, 
February and March issues of The Creprr Wor.p, 51, or 60 per cent, 
referred to credit terms; further government credit controls not neces- 
sary; and the need for sound credit policies, based on present-day 
requirements. 
[t now looks like there will be no reinstatement of credit controls, 
at least during 1948. 


The adoption of sound terms by each credit granter, with an 
adequate down payment and maximum time, based on conditions and 
the life of merchandise, is most important. 


Credit may be safely extended on the following terms: 


Furniture 5% Down § Months 
Radios 20% Down 5 Months 
Washing Machines and Ironers Down Months 
Electric and Gas Ranges 5% Down Months 
Electric Refrigerators 5% Down Months 
Hot Water Heaters 5% Down Months 
Automobiles 5% Down 24 Months 


Before opening a new account, a complete application should be 
taken and in every case a credit report obtained from the credit bureau. 

It is most important in the opening of installment accounts that 
the full indebtedness of each applicant be ascertained and this informa- 
tion is obtainable through the credit bureau. A complete credit report 
not only develops everything of a favorable as well as of_a derogatory 
nature, if any, but also discloses the tendency of the customer to 
overbuy, if such a weakness exists. 





In line with the opinion of our counsel, published in the February 
1947 Crepir Worip, any policy decided upon must be that of the 
individual credit granter. There should be no concerted action in the 
adoption of credit terms or credit policies. 


A Meru 


General Manager-Treasurer 






































